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TAX HELP ON THE WAY?

Broadcasters could benefit from
new tax legislation being
considered by Congress. The bill
encourages financing small
companies with equity rather than
debt. Details in Radio Business.
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the circumstances and trends
that have led to Country radio’s
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ALTERNATIVE MARKETING
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TV, outdoor, direct mail, and
telemarketing are radio’s main
marketing tools. But Rob Balon
says a new form of one-on-one
“guerrilla marketing” can also reap
substantial rewards.
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IN THE NEWS THIS WEEK

“ Carl Brazell VP/GM at
KRLD/Dallas
Bart Walsh Prez at Tak Radio,
GM at WUSL/Philly
Chuck Brinkman OM, Andy Holt
PD at KLUV/Dallas
Jack Adamson CQOO at
Bonneville
John King Group PD at Capstar,
OM at WSIX/Nashville

“ Roy Anderson GM at KEZK/
St. Louis

: Brian White PD at
WMXB/Richmond
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CHARLES IN CHARGE

Chrysalis,

The long-rumored consolida-
tion of EMI Music’s New York-
based labels — Chrysalis Rec-
ords, EMI Records USA, and
SBK Records — is now a real-
ity, following EMI’s full acquisi-
tion of Chrysalis. SBK Chair-
man Charles Koppelman will
head the new EMI Records
Group North America as Chair-
man/CEO, reporting to Jim Fi-
field, President/CEQ of EMI
Music.

Fifield stated, “I am pleased
that following our acquisition of

PolyGram Hit
With $50 Million
Suit By MCA

Latest Round In
Motown Distrib Fracas

MCA Inc. filed a $50 million
lawsuit in California Superior
Court last week, charging Poly-
Gram Ine. with encouraging
Moiawn Records to breach its
distribution deal with MCA.
PolyGram responded by saying
it will “vigorously defend” it-
self.

The suit adds another chapter
to the legal battle between MCA
and Motown, which began last
May when Motown accused
MCA of ‘deliberate miscon-
duct” in its business dealings.

Now, MCA says PolyGram
conspired with Motown and Mo-
town’s majority investor, Bos-
ton Ventures, to move Motown’s
distribution from MCA over to
PolyGram. MCA also accuses
PolyGram of “wrongfully en-
gaging in a calculated cam-
paign to destroy MCA’s at-
tempts to sell Motown product
to record retailers.”

Secret Meetings

MCA accuses PolyGram of:
¢ Meeting secretly with Mo-
town, prior to any decision by
the Motown Operating Commit-
tee to terminate the MCA/Mo-
town contract;
MCA/See Page 29

Eckstine Appointed
Mercury President

Mercury
Records Co-
President Ed
Eckstine has
been appoint-
ed President.
Former Co-
President
Mike Bone ex-
ited the Poly-
Gram-owned
labeltwo weeks
ago.

“Ed has proven himself to be
a remarkable creative talent in

Ed Eckstine

EMI, SBK Labels Merge

New
World
Order

©® Koppelman heads
new congiomerate

©® EMI buys out
Chrysalis

® Bandier now
Chairman/CEO EMI
Music Publishing

©® EMI President
Licata exits

the outstanding 50% of SBK
Records {R&R 5/3] and our ac-
quisition of the remaining 50%
of Chrysalis Records, we are
able to create a consolidated
multilabel organization.”

The labels will retain their in-
dividual identities while sharing
central sales, marketing, and
promotion staffs yet to be as-
sembled from existing person-
nel.

EMI Music purchased the
50% of Chrysalis it did not own
from Chrysalis Group PLC
Chairman Chris Wright, who
now becomes Chrysalis Rec-
ords Non-Executive Chairman
and will function in an advisory
capacity. Chrysalis Records in
the UK remains a separate
label within EMI Music UK,
with ties to its stateside sibling.

Koppelman noted, ‘“My inten-
tion is to develop a creatively
driven, focused A&R organiza-
tion with the best and strongest
marketing, promotion, and
sales team to support this won-
derful artist roster.”

MERGER/See Page 29

WKBQ: Sheer Balloonacy

D.C. recently launched this incredibly lifelike inflatable doll
from the 30th floor of a downtown highrise. The on-air event
reportedly caused quite a commotion as the lovable airhead wafted
gently, gently past several 40th-floor office windows.
The blow-up pinup landed 30 minutes later in a parking lot,
where the lucky listener who found her won $106 — and the
chance to keep the balloon-a-chick overnight.

C hase CHR WKBQ/St. Louis morning balloonatics Steve &

Country Scoreboard: Up 16%

www_americanradiohistorv com

all areas of pop music,” said
PolyGram President/CEO
Alain Levy. “He now has a
chance to prove his manage-
ment abilities in addition to his
creative abilities. I trust he will
make it a great success.”
“Mercury has a very broad
range of great artists and mu-
sic,” said Eckstine, the son of
vocalist Billy Eckstine. “I’'m
devoted to artist development,
and I'm looking forward to
focusing the company. As we
enter 1992, all the rules have
changed on how to break new
artists and how to develop es-
tablished ones. I see Mercury
being at the forefront of a new
breed of record companies.”
Eckstine was named Co-
President at the beginning of
this year. He previously held

ECKSTINE/See Page 29

Sex Charges
Filed By Former
Geffen Staffer

Attorney: Previous
Complaints Ignored

Penny Muck. a former secre-
tary at DGC Records, has filed
a multimillion dollar suit
against her former boss, [ex-
DGC GM] Marko Babineau,
parent company Geffen Rec-
ords, its corporate parents, and
David Geffen. Muck’s lawsuit
contains a series of vivid and
stunning accusations of sexual
harassment.

Muck claims Babineau “be-
gan a daily campaign of sugges-
tive and offensive sexual re-
marks” in February of this
year. Among other accusations,
she charges Babineau:

SEX CHARGES/See Page 30

A&M Boosts
Guerinot To
Sr. VP/Mkig.

A&M has §8
promoted Jim
Guerinot to
Sr. VP/Mar-
keting. He’ll
supervise
product man-
agement, cre-
ative ser-
vices, publici-
ty, artist de-
velopment, .
and artist re- Jim Guerinot
lations, and will generate mar-
keting plans for all A&M re-
leases.

GUERINOT/See Page 29
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Jo’s Crystal Farewell

Country Music Association Exec. Dir. Jo Walker-Meador shares a laugh
with (-r) her husband Bob Meador, CMA Chairman Thom Schuyler, and
CMA President Roy Wunsch during her retirement banquet November 14
at Opryland. Walker-Meador received a CMA crystal bullet for her 33 years
of service, making he: the first non-performer to receive the award.

Brazell Takes Control At KRLD

In a bid to
speed up a turn-
around at Com-
mand Com- |
munications’
KRLD/Dallas,
company Presi-
dent Carl Bra-
zell has taken =
on VP/GM
duties at the all-
News station.
He replaces Mi-
chael Ewing, who left earlier this
month.

“Other stations in our group
have turned around in terms of
both ratings and revenue in the
past year,” Brazell told R&R.
“KRLD has not. Because KRLD is
our largest station and operates in
a market I know, it seemed the
best way I could benefit the
shareholders is to oversee the ac-
tivities we’ve undertaken here.”

Among those efforts are an ex-
pansion and ‘“upgrade’ of the news
staff and an extensive fourth-
quarter ad campaign.

Carl Brazell

Tak Appoints
Walsh WUSL
President/GM

Bart Walsh has joined Tak Com-
munications as President/GM of
UC WUSL/Philadelphia. He re-
places Bruce Holberg, now Presi-
dent of Primedia, the new owner of
WOOD/Grand Rapids.

Walsh told R&R, “We have out-
standing programming and on-air
talent here. I see no reason to
change anything. They’ve done a
terrific job. It’s a difficult economy
out there, but WUSL has maintain-
ed its share not only in ratings, but
in penetration of this market’s rev-
enues as well. This is going to be
fun.”

Walsh has been in radio since
1964. His most recent job in the
field lasted almost nine years,
when he ran WKYS/Washington.

Prior to starting Command in
1988, Brazell headed Metropolitan
Broadcasting Corp., which was
formed to acquire the Metromedia
Radio stations — a group he head-
ed from 1982-86.

HOLT PD

KLUV/Dallas
Ups Brinkman
To OM Post

TK Gold outlet KLUV/Dallas has
promoted four-year station veteran
Chuck Brinkman from PD to OM.
Asst. PD Andy Holt rises to PD.

TK Exec. VP Steve Humphries
told R&R, “We’re digging in, doing
the things we know are right and
securing our market position. Our
feeling was we needed more pro-
gramming depth to grow in 1992.
Chuck’s experience warranted an
OM position — he’ll oversee the en-
tire programming aspect. Andy
came highly recommended from
[consultant] Dwight Douglas and
is a Selector expert.”

Holt previously programmed
WQXY (now WTGE)/Baton
Rouge, KFKF/Kansas City, KSCS/
Dallas, and was Asst. PD at
KEEL/Shreveport.

-

FCC Unveils
Draft Of
Hoax Rule

The FCC is seeking public com-
ment to help determine if its pro-
posed broadcast hoax rule is “over-
ly restrictive” or tramples on the
First Amendment.

The draft regulation says, “No li-
censee of any broadcast station
shall broadcast information or
other material it knows to be false
if it is foreseeable that broadcast of
the information could cause sub-
stantial public harm, and if broad-
cast of the information does in fact
directly cause substantial public
harm.”

Public harm is defined as “im-
mediate, substantial, and actual
damage to the health and safety of
the general public or property, or
substantial diversion of law en-
forcement or other public safety
authorities from their duties.”

‘While the proposed rule does not
specifically make licensees respon-
sible for hoaxes perpetrated with-
out management’s knowledge, the
agency notes that there is legal
precedent for holding broadcasters
accountable for the actions of their
employees.

A Fine Opportunity

Although hoaxes are forbidden
under existing FCC policy, the only
sanctions currently available to the
agency are license revocation or a
letter of admonition. Approval of
the draft rule would allow the Com-
mission to fine stations for such
broadcasts.

The move to create such a regu-
lation was prompted by a recent
spate of bogus broadcasts, in-
cluding a false murder confession
that aired on KROQ/Los Angeles;
WALE/Providence’s announce-
ment that one of its personalities
had been shot; and a fake nuclear
attack warning broadcast on
KSHE/St. Louis.

Among the questions the FCC
would like addressed:

o Is the draft rule sufficiently
inclusive?

o Is the rule overly restrictive?

e What factors should determine
“foreseeability?”’

* Should the number of
complaints received by the FCC
be considered evidence that the
hoax should have been foreseen
as harmful?

* Does the rule protect broadcast
dramas, April Fool’s hoaxes,
and other harmless pranks?
Comments are due at the FCC by

January 2, 1992.

October Local Business Steady
National Numbers Dropped Off Sharply

Local business remained rela-
tively flat during the month of Oc-
tober, according to a survey of 74
markets by Miller, Kaplan, Arase
& Co. The results are remarkable,
particularly Since most markets
did not benefit from political ad-
vertising this year as they did last
year.

National business for October
was down in 78% of the markets

measured. Nearly half suffered
greater than a 15% drop from Octo-
ber 1990 levels.

—George Nadel Rivin, CPA

Jan.-

Oct, 81 Oct. '91
Local ~0.6% —21%
National —12.7% —-6.0%
Total Cash —-3.3% -3.2%

WWW.americanradiohistorv.com
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ANALYZING AC’S CHILLY SUMMER

The summer traditionally yields AC’s lowest
numbers, but this year was significantly
worse than usual. The key question: Was the
ratings decline an anomaly or a warning?
Page 45
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FCC Rescinds Silver Star
License Revocation

The FCC this week ruled that Silver Star Communica-
tions-Albany can keep its licenses for WMJM & WFAV/
Cordele, GA even though the company violated the agen-
cy’s minority distress sale policy and transfer of control
rules. The action overturned the Review Board’s 1988 de-

cision to revoke the permits.

In their ruling, the Commis-
sioners affirmed an FCC adminis-
trative law judge’s (ALJ) 1988 de-
cision that the Cordele licenses
shouldn’t be revoked because there
was no evidence Silver Star lied to
the agency. The decision also rein-
stated the $20,000 fine the ALJ im-
posed on Silver Star for engaging in
an unauthorized transfer. Chair-
man Al Sikes was the lone dis-
senter in the Commission’s 4-1 rul-
ing.

Silver Star owner Dr. John Rob-
ert E. Lee said he’s happy with the
decision and won’t appeal the

$20,000 fine. Lee claimed his con-
frontation with the Commission
cost him roughly $100,000 in legal
fees. “It’s a decision that should
have been forthcoming a long time
ago,” Lee told R&R, saying he
plans to move ahead with the Cor-
dele combo sale.

Silver Star’s troubles stemmed
from its 1984 purchase from James
Rivers of four Georgia stations:
WTHJ/East Point, WJIZ/Albany,
and WMJM & WFAV. Silver Star
acquired the stations under the
FCC’s distress sale policy, which

allows a broadcaster in danger of
losing his license to sell his station
to a minority buyer for no more
than 75% of fair market value. Riv-
ers’s license renewal applications
had been designated for hearing in
1983 over alleged misrepresenta-
tions to the FCC.

In 1986, the Mass Media Bureau
charged that Lee had violated the
distress sale policy by entering into
a secret agreement to return the
Cordele combo to the Rivers fami-
ly. The bureau also accused Silver
Star of withholding information
during its investigation of that
charge and urged revocation of the
Cordele licenses. When the ALJ re-
fused to strip the permits, the Mass
Media Bureau appealed to the Re-
view Board, which ruled that Silver
Star’s actions merited revocation
of the Cordele licenses.

#

RTNDA To FCC: Liberalize Rules

Citing the explosive growth of broadcast outlets and

programming sources, the Radio-Television News Direc-
tors Association is urging the FCC to abandon or liberalize
its remaining content regulations for radio and television.
Such rules have long been justified on the grounds that

According to the RTNDA: “There
is more than enough competition in
the markets for programs and their
distribution outiets to assure that all
substantial parts of the public will
obtain the programming they want
. ... Therefore, the government is
not needed — and perforce is not
permitted under First Amendment
law — to fine tune by fiat the selec-
tion of programs for the public.”

The RTNDA made its case in

broadcast outlets are a scarce commodity.

comments filed as part of the FCC's
inquiry into how its policies should
be changed to reflect changes in
the video media. Among the regula-
tions the RTNDA wants the Com-
mission to eliminate are the person-
al attack, political editorial, and re-
maining ballot-issues fairness rules.
The group argues that the "ab-
sence of any showing of significant
unfairness by broadcasters” since
the Fairness Docfrine was aban-

doned in 1987 demonstrates that
such “fairness deregulation” poses
no threat to the public.

The RTNDA also would like the
Commission to “give more leeway
to broadcasters' discretion” when
enforcing several rules, including
the indecency prohibition, news ex-
emptions to the equal-time rule, and
regulations that require stations to
provide political candidates with
“reasonable access” to the air-
waves and sell them commercial
time at their lowest unit charge. The
FCC is reviewing its political rules
and is expected later this year to is-
sue revised guidelines for their im-
plementation and enforcement.

DC
REPORT

PAT CLAWSON

NASA, VOA Show L-Band Van In DC

NASA and Voice of America are going ahead with an
I-band satellite DAB demonstration in Washington de-
spite a recent agreement by the FCC and NTIA to back a
worldwide allocation at higher S-band frequencies (R&R

11/8).

“We can still demonstrate the
technology,” said Program Direc-
tor Jim Hollansworth of NASA's
Lewis Research Center in Cleve-
land. He said the demonstration of
satellite DAB delivery is valuable
because it’s ‘‘the first time it’s ever
been done in a vehicle,” and said
NASA and VOA will assess
whether to add S-band (2300 MHz)
tests.

The NASA/VOA van, which car-
ries about a dozen passengers, will
cruise around the mall area in the
heart of Washington while receiv-

ing an AM-quality mono signal at
1542 MHz from an INMARSAT sa-
tellite. The signal will be uplinked

from a COMSAT facility in Connec-
ticut using voice and music test
tapes prepared by National Public
Radio. Van rides for officials of
other federal agencies were to be-
gin this week. Reporters and pri-
vate industry representatives will
get their turns after Thanksgiving.

As previously reported (R&R
10/4), the DAB van already has
been put through its paces gather-
ing scientific data on signal recep-
tion in Connecticut. Those findings
are being evaluated at NASA’s Jet
Propulsion Laboratory in Pasa-
dena, CA. JPL Project Director
Arv Vaisnys said last week he was
pleased with the results, but found
“by no means 100% coverage” due
to trees and other obstructions.
“The ultimate concept may include
some terrestrial fill-in,” he noted.

Venture Capitalists Hail Brown-
Bumpers Capital Formation Bill

enture capitalists are urging Capitol Hill lawmakers

to jump-start America’'s economy by passing the En-

terprise Capital Formation Act of 1991 (S. 1932).
The new bill, introduced by a bipartisan coalition headed by
Sens. Dale Bumpers {D-AR) and Hank Brown (R-CO),
could help broadcasters by restoring favorable tax treat-
ment for venture investments.

“This legislation rewards investors and entrepreneurs who are willing
to take risks and invest for long-term economic growth, not short-term in-
come,” Bumpers said.

The bill encourages financing small companies with equity rather than
debt. For example, investors buying new stock in small companies — those
valued at less than $100 million — would receive a 50% tax deduction on
gains after five years. Investors backing start-ups initially valued at less than
$5 million qualify for deductions of 60%-100% on stock held from six to
10 years.

The bill and a companion measure introduced in the House of Repre-
sentatives has received the backing of six members of the Senate Finance
Committee and 12 members of the House Ways & Means Committee. Ven-
ture capitalists are hailing the measure as the most important small busi-
ness legislation in years.

“Since 1987, when the capital gains differential was eliminated, the
venture capital industry has experienced an alarming downward trend. In
1990, capital disbursements to emerging companies dropped below $2
billion — the lowest level since 1982,” commented National Venture Cap-
ital Assn. President Robert Pavey.

FCC May Relax Application Policy

he FCC, seeing a break in the paper blizzard that hit

the agency in the mid-1980s, was expected to relax

its policy of summarily dismissing flawed station ap-
plications during its Thursday (11/21) meeting.

Under the “hard look" policy adopted in 1985 during the peak of the
Docket 80-90 FM proceeding, the Mass Media Bureau rejects any applica-
tion that doesn't include the applicant’s signature, financial data, or site
availability certification.

Also on the agenda: Commissioners will consider adopting new ways
to create a level playing field between applicants for modifications of exist-
ing stations and those seeking new channel allotments. Current policy
favors new service applicants in such disputes.

Meanwhile, the FM branch is seeking comment on how to improve the
FM licensing process so errors can be minimized. Approximately 60% of
FM applications contain errors such as miscalculated transmitter power
output or incorrect tower construction height. Send comments by Decem-
ber 16 to FCC Licensing Comments, Mass Media Bureau, Room 310,
1919 M St. NW, Washington, DC 20554.

Osborn Ups Credit Line, Drops Joint Venture

rank Osborn has dropped his plans for a radio joint

venture with Veronis Suhler & Associates after Os-

born Communications Corp. snared a $20 million
credit facility from First National Bank of Boston.

“With this expanded facility in place, the company can develop our ra-
dio properties internally rather than through a previously announced joint
venture with Veronis Suhler,” Osborn said. The bank credit — a $2 million
increase — came after Osborn'’s balance sheet reflected a cash flow boost.

That deal would have transferred WNDR & WNTQ/Syracuse and
WWVA & WOVK/Wheeling, WV to a new partnership, Osborn/VSA Com-
munications L.P., with some of Osborn’s entertainment properties. Os-
born said he originally expected the $27.2 miliion joint venture with New
York investment bankers John Veronis and John Suhler to be completed
last spring. “We just thought the [financial] environment had changed," Os-
born said Tuesday (11/19) while explaining his decision to drop the deal.

Other market action this week:

¢ Tichenor Media Systems, which operates 13 Spanish-language ra-
dio stations, has found a novel way to boost its revenues. The Dallas Busi-
ness Journal reported the company has acquired franchise rights to Sano-
care, a Chicago-based preferred provider of health care networks and in-
surance supplements marketed to Hispanics. Tichenor will roll out the pro-
gram first in San Antonio, where it owns KCOR, then in Houston, El Paso,
New York, and Miami.
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Suppose you gave a party and
750,000 people showed up?

It happened on August 15, 1991.

Selections From

Paul Simon’s

Concert In 'The Park

Recorded live in Central Park

Including: 5,

You Can Call Mé Al

Born At The Right Time

Diamonds On Ehe Séles Of Her Shoes
Amencas :

S &
Prodaced by*Paul Simoa -9 ‘A P -
85 Masical Supervisionby Ry Haloe 3
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TRANSACTIONS

Paxson Pops $18.3 Million
For Miami & Orlando Combos

iR ceseni

Guy Gannett Stations

PRICE: $18.3 million

TERMS: Asset sale for $14.64 miliion
cash; escrow deposit $2,013,000.
The purchase price is to be reduced by
the amount of any bartered advertising
remaining on the stations’ books at
closing that's greater than the value of
goods or services to be received. If the
stations’ aggregate 12+ Arbitron
rating is less than 9.0, the purchase
price will be discounted by $200,000.
If the rating is greater than 9.0 but less
than 10.0, the price will be discounted
by $100,000. The purchase price is
also subject to further reductions for
repairs and “remediation” costs. The
buyer also is paying $3.66 million cash
for non-competition agreements.

BUYER: Paxson Enterprises Inc.,
owned by Lowell ‘‘Bud’’ Paxson of
Clearwater, FL. Phone: (813) 726-
7177

SELLER: Guy Gannett Publishing
Co., headed by President James Shaf-
fer. Phone: (207) 780-9000
BROKER: Randall Jettery of Media
Venture Partners. MVP is to receive a
cash brokerage commission totaling
$300,000 from the buyer at closing.
COMMENT: Paxson is reguesting a
waiver of FCC one-to-a-market rules to
permit the Miami acquisition. He has an
attributable interest in WHYS-TV/Holly-
wood, FL.

WINZ & WZTA/Miami
FREQUENCY: 940 kHz; 94.9 MHz
POWER: 50kw day/25kw night;
100kw at 1023 feet

FORMAT: News; CHR

WWNZ & WZTU/Orlando-

Cocoa Beach, FL

FREQUENCY: 740 kHz; 104.1 MHz
POWER: 5kw day/1kw night; 100kw
at 1600 feet

FORMAT: News/Talk; AC

CBS INC.

e
et

Woodland Stations

PRICE: Undisclosed for transfer of ma-
jority control

TERMS: Stock sale

BUYER: J. Stephen Glasmann is in-
creasing his ownership of licensee
Woodlands Communications Corp.
from 50% to 71.8%.

SELLER: Jack McKain is reducing his
ownership from 50% to 28.2%.

KUBC & KKXK/Montrose
(Grand Junction), CO
FREQUENCY: 580 kHz; 94.1 MHz
POWER: 5kw day/1kw night; 31.5kw
at 1750 feet

FORMAT: AC; Country

KTRF & KSNR/Thief River
Falls, MN

FREQUENCY: 1230 kHz; 100.3 MHz
POWER: 1kw; 100kw at 564 feet
FORMAT: AC; Gold

TRANSACTIONS AT A GLANCE

1991 Deals To Date:

$694,129,475
(Last Year: $1,097,870,289)

Total Stations Traded This Year: ...... .. 975
(Last Year: 1173}

This Week’s Action: ........... $25,792,296
(Last Year: $21,579,036)

Total Stations Traded This Week:. ... ... .. 29
(Last Year: 29)

® Deal Of The Week:
® Guy Gannett Stations $18.3 million
® WINZ & WZTA/Miami
® WWNZ & WZTU/Orlando-
Cocoa Beach, FL

® Woodland Stations Undisclosed
® KUBC & KKXK/Montrose (Grand Junction), CO
® KTRF & KSNR/Thief River Falls, MN
® Shockiey Stations $1.85 milion for 23.78%
® KDAL-AM & FM/Duluth, MN
® WOLX/Baraboo (Madison), WI
® WZTR/Milwaukee
® WACQ (AM) & FM CPTallassee-Tuskegee, AL $50,000
® KWLI/Eagle, CO $500,000
® WSRX/Ft. Myers, FL $375,000
® WMLO/Havana, FL $725,000
® WAYP/Holmes Beach (Tampa-St. Petersburg), FL $2.3 million
® KVFD & KUEL/Ft. Dodge, IA $291,516
® KOUR-AM & FM/independence, IA $192,500
® WZQA (AM CP)/Fiowood, MS $4000
® KKHR/Anson, TX $475,000
® KHLC/Bandera, TX $17,001
® KCTX/Childress, TX $65,000
@ KLGN & KBLQ/Logan, UT $572,279
® KLSY (AM)/Bellevue (Seattle), WA $75,000

CBS has announced its intention to
sell KLOU(FM), St. Louis, Missouri.

In order to maximize the opportunity for a minority-
controlled entity to purchase this station, CBS will
hold an informational meeting for prospective minority

purchasers at which the Company will present

material relating to the market, the station and the

proposed transaction.

Date: December 9, 1991
Time: 2:00pm - 6:00pm
Place: CBS Headquarters

51 West 52nd Street
New York, NY 10019

BY INVITATION ONLY
Interested parties please contact:

Mark B. Pearlman

VP, Planning and Business Development
TEL: (212) 975-6339

FAX: (212) 975-5890

Shockley Stations

PRICE: $1.85 million for 23.78%
TERMS: Stock sale for $1.6 million
cash and cancellation of promissory
note. It's a condition of the stock sale
that the sellers shall have closed on
their pending acquisition of WZTR/Mil-
waukee and have secured $6.5 million
in debt financing from Norwest Bank
Minnesota.

From the Editors of The M Street Journal

STREET
§ RADIO
¥ DIRECTORY

COMPREHENSIVE MARKET DATA:
AM and FM Stations
USA and Canada
Program Formats
Arbitron, Birch, and Willhight Ratings
The M Street Radio Markets

To order by credit card call 800 248-4242 or

order by mail from M

P.O. Box 3568, Alexandria, VA 22302
(703) 684-3622

BUYER: A venture capital investor
group of Allsop Venture Partners Il
L.P., headed by Paul Rhines; Alpha
Capital Venture Partners L.P., head-
ed by Terrence Kelly, John Streiff,
Michael Laskis, and Joseph Hilde-
brandt; Michael Passini Inc.; and
CUNA Mutual Investment Corp.

SELLER: Terry and Sandra Shockley

Continued on Page 9

Complete Radio
Station listings
including: Facilities,
ownership, formats,
phone numbers,
addresses, Arbitron,
Birch and Willhight
Ratings, and market
information

Indexed by:
City and State, Call
Letters, Frequency,
and Market

$29.95

plus $4.00 shipping

6" x 9" 672 pages

Street Corporation,

www americanradiohistorv com



THE TIMOTHY WHITE SESSIONS PRESENTS

) é Special

North American
Interview and
Live Performance
Broadcast Event
to Celebrate
His New Album

From the Legendary
Studio East

in Charlotte,

North Carolina
Coming to you
Thanksgiving Weekend

Gonncs have myocllf @ bip tine agace lonizie”

INIIA\WESTWOODONE ARTISTS SERVICES

NJ/AV FADIO NETWORKS

lyGram company
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TRANSACTIONS

Continued from Page 7

of Madison, WI are reducing their col-
lective 53.58% ownership of Shock-
ley Communications Corp. to 29.8%.
Phone: (608) 273-0077

KDAL-AM & FM/Duluth, MN
FREQUENCY: 610 kHz; 95.7 MHz
POWER: 5kw; 100kw at 803 feet
FORMAT: AC/Talk; AC

WOLX/Baraboo (Madison), Wi
FREQUENCY: 94.9 MHz

POWER: 37 5Skw at 1600 feet
FORMAT: Gold

WZTR/Milwaukee
FREQUENCY: 95.7 MHz
POWER: 34kw at 610 feet
FORMAT: Gold

WACQ (AM) & FM CP/

Tallassee-Tuskegee

PRICE: $50,000

TERMS: Stock sale for $50,000 cash,
with most of the proceeds being used
to liquidate debts. As an additional fi-
nancial inducement, the seller will be-
come an employee of the buyer for
$425 per week plus 15% of the sales
exceeding $2500 per month. The
seller also is eligible to receive a 5%
equity stake for each year that sales
exceed $240,000, with a cap over 10
years of a 25% equity stake.

BUYER: Tiger Broadcasting Com-
pany Inc., owned by Terreil
Daughtrey of Auburn, AL. Phone:
(205) 821-8074

SELLER: Double H Broadcasting Inc.,
owned by Fred Hughey. Phone: (205)
283-6888

FREQUENCY: 1130 kHz; 99.9 MHz
POWER: 1kw daytimer; 850 watts at
607 feet

FORMAT: AC

KWLI/Eagle

PRICE: $500,000

TERMS: Asset sale; escrow deposit
$25,000 with additional $135,000
cash due at first closing for certain ca-
ble TV assets, personal property, and
contract rights. A promissory note for
$340,000 at 10% annual interest over
36 months is due at a second closing
on the FCC licenses and any remaining
assets.

BUYER: High Country Communica-
tions Inc.,, owned by Burke and
Patricia Kaplan of Santa Barbara, CA.
Phone: (805) 969-5582

SELLER: Joyce Communications

(Local Marketing Agreement)

Inc., owned by Robert Joyce of La
Jolla, CA. Phone: (303) 479-0353
FREQUENCY: 101.5 MHz

POWER: 36.6kw at 2210 feet
FORMAT: AC

COMMENT: This transaction also in-
cludes five translator licenses for 95 .3
MHz located in Summit, Eagle, Gar-
field, and Pitkin counties and cable TV
properties operated under agreements
with a Heritage Communications sub-
sidiary in Vail, Avon, and Beaver Creek,
CO.

. Z‘% %‘g?f" 5
e e ol
WSRX/Ft. Myers
PRICE: $375,000

TERMS: Asset sale; escrow deposit
$10,000 with additional $40,000
cash due at closing. Five-year promis-
sory note for $325,000 at 9% annual
interest, payable in monthly install-
ments of $2438 for the first two years,
then in monthly installiments of $2500.
At the end of the 60th month, a final
balloon installment of $235,000 is
due.

BUYER: Radio Training Network Inc.,
headed by Chairman Bill Watkins of
North Paim Beach, FL. Phone: (813)
644-3464. The company owns WLFJ/
Greenville and WJIS/Bradenton, FL.
Watkins owns WFDR & WVFJ/Man-
chester, GA.

SELLER: Youth Foundation of Amer-
ica Inc., headed by President Lloyd
Sheehan. Phone: (813) 597-7184
FREQUENCY: 91.5 MHz

POWER: 3kw at 287 feet

FORMAT: CHR

WMLO/Havana

PRICE: $725,000

TERMS: Asset sale for $700,000 cash
and a 60-day note for $25,000
BUYER: John Phipps Inc., headed by
Chairman John Phipps of Tallahassee.
The company owns WCTV-TV/Thom-
asville, GA and has a minority stake in
WPBF-TV/Tequesta (West Palm
Beach), FL. Phone: (904) 668-0842
SELLER: Ed Winton of Tallahassee
Phone: (904} 668-6600
FREQUENCY: 104.9 MHz

POWER: 47kw at 505 feet

FORMAT: AC

COMMENT: Phipps is requesting a
waiver of the one-to-a-market rule to
permit this acquisition because of its
ownership of the Thomasville, GA TV
station. According to Phipps, WMLO is
in danger of going dark because of se-
vere financial distress and foreclosure
litigation that's pending against the pre-
sent owner. The station lost $85,000
during 1990 and $25,000 during the
first half of 1991 A proposed sale of
the station in 1990 for $2.2 million to
Willie Martin and Dr. John Robert E.
Lee collapsed because the buyer was

unable to obtain financing. The station
was listed for sale with an asking price
of $1 million, but seven brokers were
unable to sell it.

WAYP/Holmes Beach

(Tampa-St. Petersburg)

PRICE: $2.3 million

TERMS: Asset sale for $50,000 cash
and promissory note. During the first
year, the buyer shall pay $14 000
monthly; $15,000 monthly during the
second year; and $2.25 million cash
cn the first day of the 25th month fol-
lowing closing. But the balloon will be
reduced by 25% of the amounts paid
during the first and second years of the
installment agreement.

BUYER: Alpalm Broadcasting Corp.,
owned by Norman and David Alpert of

Naples, FL. Norman Alpert owns
WAVV/Marco, FL. Phone: (813)
775-9288

SELLER: 98.7 Partnership, a Florida
ceneral partnership. Investors include
Timm Enterprises of Holmes Beach
Inc., headed by B.F.J. Timm, which
cwns 13 radio stations including
WVOJ/Jacksonville; Sandpiper
Broadcasting, headed by John Piper;
Holmes Beach Communications Inc.,
headed by Gordon Sherman; Inter-
mart Broadcasting, headed by James
Martin, which owns WGCO/Midway,
GA; Cornerstone Communications
Inc., headed by Kendra Whitehead;
and Sara Bay Broadcasting L.P.,
headed by C.E. Pierce. Principal in-
vestors in Sara Bay include WJLA-TV/
Washington anchorwoman Greta Cer-
ny, aka Greta Kreuz. Her other broad-
cast interests include WVPO & WSBG/
Stoudsburg, PA and WLBK & WDEK/
DeKalb, IL.

FREQUENCY: 98.7 MHz

POWER: 3kw at 328 feet

BROKER: Stan Raymond & Associ-
ates is to receive a commission based
on 4% of the sale price when the seller
receives payment in full of the pur-
chase price from the buyer.
COMMENT: An application is pending
for a C3 upgrade.

PRICE: $291,516

TERMS: Stock sale for assumption of
debts totaling $291,516

BUYER: Dean Sorenson of Sioux
Falls, SD, who currently owns 50% of
the station. Sorenson’s other broad-
cast holdings include KCCR & KLXS/
Pierre, SD; KYNT & KKYA/Yankton,
SD; KWAT & KIXX/Watertown, SD;
KCUE & KWNG/Red Wing, MN; KEZV/
Spearfish, SD; and KQDJ-AM & FM/
Jamestown, MN.

SELLER: Raymond Lamb is selling his
50% stake in licensee Dodge Com-
munications Corp.

FREQUENCY: 1400 kHz; 92.1 MHz
POWER: 1kw, 6kw at 321 feet
FORMAT: AC; Gold

KOUR-AM & FM/

Independence

PRICE: $192,500

TERMS: Asset sale for cash

BUYER: Midwest Broadcasting Inc.,
owned by Dean Schilitter of Oelwein,
IA; Dale Schlitter of Bartlett, IL; Dale
Hassman of Cedar Falls, IA; and Gary
Karr of Waterloo, IA. Phone: (319)
233-4000

SELLER: Leighton Enterprises Inc.,
owned by Alver Leighton. The com-
pany also owns KCLD & KNSI/St.
Cloud, MN; KNIA & KRLS/Knoxville,
IA; KCI-AM & FM/Washington, |A;
and KDLM & KKDL/Detroit Lakes, MN.
Phone: {612) 251-1450
FREQUENCY: 1220 kHz; 95.3 MHz
POWER: 250 watts day/166 watts
night; 4.3kw at 200 feet

FORMAT: AC

BROKER: Kepper, Tupper & Fugatt

WZQAI/Flowood (AM CP)
PRICE: $4000

TERMS: Cancellation of $4000 debt
BUYER: PDB Corp. Flowood, owned
by Donald Brady of Jackson, MS and
William Fulgham of Freer, TX. Brady
owns WUMI/State College, MS and
Fulgham owns KBRA/Freer, TX.
Phone: (601) 957-1683

SELLER: CSB Communications Inc.,
headed by Stephen Bunyard. He
heads St. Louis-based Olympia Broad-
casting Networks and owns WKXI/
Magee, MS and WVOC & WAAS/Co-
lumbia, SC. Phone: (601) 982-1212
FREQUENCY: 1240 kHz

POWER: 1kw

KKHR/Anson

PRICE: $475,000

TERMS: Asset sale; escrow deposit
$45 000 with balance due in cash at
closing

BUYER: Mayflower Broadcasting
Corp., owned by Charles Webster of
Chicago. He also owns KGDD & KBUS/
Paris, TX. Phone: {312) 777-4325
SELLER: George Chambers of Abil-
ene. He owns KHJM/Taft, OK; KGBM/
Randsburg, CA; and KWQA/Hawley,
TX. Phone: {915) 676-9898
FREQUENCY: 98.1 MHz

POWER: 50kw at 292 feet
FORMAT: Gold

BROKER: Satterfield & Perry Inc.

KHLC/Bandera

PRICE: $17,001

TERMS: Asset sale for $5001 cash.
The buyer also agrees to lease a tower
and studio site from the seller for $100
per month for 10 years, for a total of
$12.000.

BUYER: James Withers of San An-
tonio. He's Director/Engineering for
KDFW-TV/Dallas. Phone: (512)
698-2717

SELLER: Big Pine Broadcasting Inc.
Phone: (512) 896-2525
FREQUENCY: 98.3 MHz

POWER: 1.7kw at 429 feet
FORMAT: CHR

KCTX/Childress

PRICE: $65,000

TERMS: Asset sale for $10,000 cash
and a $55,000 promissory note at
10% interest to be paid in regular
monthly installments of $913 until the
entire note is paid

BUYER: Greenbelt Broadcasting,
headed by local investors Stephen
White, Mary White, W.J. Hubanks,
and R. Herold Kitchens. The Whites
own KSRWI/Childress, TX. Phone:
(817) 937-6551

SELLER: Golden West Broadcasting
Co. Inc., owned by George Morey.
Phone: (817) 937-2563
FREQUENCY: 1510 kHz

POWER: 250-watt daytimer
FORMAT: Country/CHR

KLGN & KBLQ/Logan

PRICE: $572,279

TERMS: Asset sale for assumption of -
abilities

BUYER: Sun Valley Radio Inc., owned
by Marvin Frandsen of Providence,
UT. Frandsen alsoc owns KECN &
KLCE/Blackfoot, ID and KIKN/Idaho
Falls, ID. Phone: (801) 752-4820
SELLER: Logan Broadcasting Co.,
owned by Eric Johnson and Kather-
ine Lambert. Johnson also owns
WSTJ & WNKVI/St. Johnsbury, VT;
WIKE/Newport, VT; and KEVA &
KOTB/Evanston, WY. Phone: (617)
749-0858

FREQUENCY: 1390 kHz; 92.9 MHz
POWER: 5kw day/500 watts night
FORMAT: Country; AC

KLSY (AM)/Bellevue (Seattle)
PRICE: $75,000

TERMS: Asset sale

BUYER: Barbara Geesman, owner of
KJUN/Puyallup, WA and KTOL/Olym-
pia, WA

SELLER: Bellevue Radio Inc., a sub-
sidiary of group owner Sandusky Ra-
dio Corp., which is headed by Presi-
dent Norman Rau. The company also
owns KLSY-FM/Seattle and is in the
process of buying KIXI/Seattle.
FREQUENCY: 1540 kHz

POWER: 5kw

FORMAT: AC

BROKER: Jerry Dennon of Broadmark
Capital Corp.

Seminar: How fo Make an LMA Work For You
December 5, 1991 = Washington, D.C.

8:00 a.m. to 2:00 p.m. = Cost: $195

Sponsored by BIA Consulting & BIA Publications
For More Information Contact Debbie Metcalf - 703-478-5880
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NEWSBREAKERS.

Adamson Adds
COO Job At
Bonneville

Bonneville
Major Market
Radio Group
President/Bon-
neville Interna-
tional Group Sr.
VP Jack Adam-
son has been
appointed COO
for Bonneville
4 " Broadcasting
Jack Adamson tsgjit:r?ﬁsH:t}: ;'
tittes. CEO Jim Opsitnik has left
the company.

According to Adamson, ‘“The dy-
namics of today’s economy in the
radio market make it essential for
owner/operators to rethink their
programming options. That’s
where a complete syndication com-
pany like BBS makes sense.”

Previously, Adamson was LSM
for KCPX-TV/Salt Lake City, co-
owner of KWIC/Salt Lake City,
Sales Manager at KMBZ/Kansas
City, VP/Station Manager of
KIRO/Seattle, and President/GM
of KBIG/Los Angeles for seven
years.

Anderson Now
GM At KEZK

Roy Anderson has been upped to
GM at KEZK/St. Louis after two
years as Business Manager. He re-
places Mark Dorsey, who's joined
Cable Advertising Network as
NSM.

Anderson told R&R, “I appreci-
ate the opportunity Adams Radio
owner Steve Adams and President
Jim Seemiller have afforded me.
Our purpose is to make KEZK the
franchise station of Soft Rock in St.
Louis. I have an autstanding man-
agement team in place, and our
future can only be bright.”

In his 19 years in St. Louis radio,
Anderson’s been in WIL’s traffic
department, Chief Accountant at
Lin Broadcasting, and Comptroller
at KXOK & KLTH.

Million-Dollar Prom

Neil Bogart Memorial Laboratories raised more than $1 million — 95% of
which will go toward cancer, leukemia, and AIDS research — at Prom Night
'‘91. Having a ball are (I-r) Geffen/DGC President & event honoree Eddie
Rosenblatt, Bogart Labs co-founder Joyce Bogart Trabulus, and T.J.
Martell Foundation President & Epic/Assoc. Sr. VP Tony Martell.

= i
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CapStar Crowns King Group PD,
OM At Country WSIX/Nashville

WSSL-AM &
FM/Greenville,
SC PD John
King has been
named Group
PD for par-
ent CapStar
Communica-
tions and OM
for the com-
pany’s WSIX/
Nashville. 7%
CapStar also John King

owns WJIDS & WMSI/Jackson, MS.
All are Country, except AC WJDS,
which simulcasts under a local
marketing agreement with FM
WJIDX.

“It’s great to have the opportuni-
ty to grow within the company,”
King told R&R. “It will be especial-
ly exciting to be in Nashville with
one of the most talented airstaffs in
America. What a buzz! My goal as
Group PD will be to take advant-
age of the programming brain
trust in this company.”

As his duties grow, said King,
he’ll look for a WSIX PD. He'll
be shuttling between Nashville and
Greenville until he finds a replace-
ment PD for WSSL.

King joined WSSL last Novem-
ber after five years as PD of Coun-
try WKKX/St. Louis. Prior to
that he spent 10 years with WING &
WGTZ/Dayton, the last four as PD.

This is the latest in a series of
changes at WSIX since it lost the
Music City ratings crown to WSM-
FM this summer. Among them:

e VP/GM David Manning left six
weeks ago (just prior to the sum-
mer book’s release) to form Five
Star Communications. He recently
entered into an LMA with Nash-
ville Talk/Sports/Information out-
let WWTN, which had been oper-
ating under an LMA with CapStar.

e Former WGFX/Nashville GM
Diane Kruthaupt joined WSIX as
VP/GM 10/15.

KING/See Page 30
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White Named PD At WMXB/Richmond

= AU

Former XHTZ-FMTijuana (San Diego) PD Brian
White has succeeded Russ Brown as PD of Radio
Ventures AC WMXB/Richmond. [

According to GM Bob Rich, “To say Brian's join- }
ing our station is a coup is an understatement. His ex- 7
perience in multiple formats in a variety of markets will -
provide the edge we're looking for. His programming
and promotion knowledge will be great assets.”

Said White, "I've been looking for an opportunity
to take my experience and apply it to an AC ‘Mix’ for- §
mat.” Before XHTZ-FM, White had also programmed
KSFM/Sacramento.

Rice, Rosas Direct Virgin R&B

Virgin Records is ele- @ %
vating Unice Rice and Dave | j
Rosas in the R&B division.
Rosas rises to National Di-
rector/R&B Promotion in Los
Angeles; Texas-based Rice
s now National Director/ %
R&B Field Staff, and remains
regional rep for Texas, Okla-
homa, and New Mexico.

Before joining Virgin,
Rosas was MD at WWWS/
Saginaw, MI, and Rice was Dave Rosas
an Area Manager at Camelot Music.

Virgin Sr. VP/GM, R&B Division Sharon Heyward noted, “Unice
comes from retail, where he has demonstrated great leadership skills and
the aggressiveness to stay out front; Dave’s background as an MD and un-
derstanding of radio’s needs give us that inside track. | have great confi-
dence in both appointments.

Unice Rice

Elektra Ups Reidenbach In Alternative

Coleen Reidenbach is no longer a Marketing
Coordinator at Elektra Entertainment, now that she's
been boosted to Director/Alternative Promotion &
Marketing, West Coast. She'll promote product to ra-
dio and retail, reporting to Jon Leshay, Director/Na-

tional Alternative Promotion. x

Leshay prognosticated, "Coleen’s background in g, W g
retail and marketing and her love for the music in this g;\‘ s '
marketplace are sure to be major factors in her future ‘x\‘ “f., i
success.” Reidenbach was previously a marketing 7" ° (2
rep at WEA. Coleen Reidenbach

3 o

Have the BEST Morning Show!
TM Century’s Comedy Network

“TM Century has the funniest “The TM Century Comedy Net-

TM Century’s Comedy Network is also in use at

comedy service ever!”

workis the Best! | guaranteeyou 4 i, (WP J), New York KCPX, Salt Lake City
: will get your KQLZ, Los Angeles Q-104, Kansas City
money:s WBMX, Boston KUBE, Seattle
worth. Q-105, Tampa FM 102, Sacramento

Y
Dave /
Kraddick

KEGL

Dallas, TX |

™ centur

14444 Beltwood Parkway
Dallas, Texas 75244

' Y-95

Phoenix, AZ

www.americanradiohistorv.com
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Shelter From The Storm

CITY-FM is the first programming and marketing franchise
designed specifically to compete in major markets. It is nota
“niche” format. CITY-FM is the first multi-faceted operations
and marketing system capable of controlling cost and quality to
permit significant cash flow in very competitive markets.

Targeted at active adults between the ages of 22 and 44, CITY-
FM “Hot AC” exclusively features ratings-proven top ten market

personalities. Music is a flow of well-researched,
currently popular artists and hits mixed with
compatible hits from the last dozen years. The
format is younger and hipper than AOR, traditional
AC or Country, while more mature than CHR.

Local news, information and commercials are
produced at the local station by a two person staff.
The rest of the programming is satellite delivered,
including AP Audio News.

The CITY-FM system gives stations the same
vertical integration of control over product quality
and delivery as McDonald’s, Mrs. Field's Cookies,
Domino’s Pizza, Four Seasons Hotels, etc. Local
service elements such as promotion, news, weather,
traffic, and community service are produced by a
two person local staff at each station in order to
serve the unique needs and personality of each
market.

The Myth of Localism

One of the most common explanations for the
major market failure of satellite formats is that they
lack “localism.” But a simple content analysis of
major market music stations reveals that “localism”
in programming is largely a myth.

70% to 90% of each hour is devoted to music
which has no local content whatsoever. Qutside
morning drive, D] content is typically restricted to
promoting the benefits of the format and
identifying the station. (“Here’s another ten in a
row on i-105...”). Local service features include brief
weather forecasts, occasional traffic reports, and
community event mentions, each approximately 10-
20 seconds.

During the morning show, when you might
expect maximum local content, D humor is
typically keyed to U.S.A. Today headlines, National
Enquirer gossip, national politics, or personalities,
TV shows, or movies. In reality, the major source of
"local content" on virtually every major market
music station is the 8-12 minutes per hour of
commercials and local station and sales promotions.

Localism and.-
Mrs. Field’s Cookies

Lack of “localism” does not adequately explain why satellite
formats have not worked in major markets. The more likely
explanation is that the economics of satellite formats have
appealed primarily to small market broadcasters and to

marginal operators with inferior facilities.

But there are other reasons worth considering. The process of
putting a freshly baked Mrs. Field’s cookie in the consumer's
hand starts at a central kitchen where the cookie dough is
produced, frozen and shipped. It ends at the local retail store
when the cookie emerges hot from an oven specially designed to
bake off Mrs. Field's frozen cookies. Every step is designed to
produce only one outcome: a perfect cookie. The process works
because vertical integration assures a “hand in glove” fit at every

step from kitchen to consumer.

Most satellite delivered formats sound out of place on local
stations because vertical integration has never been achieved
Local stations rename the format to adapt dozens of different

generic local names...they typically operate studio equipment on
different technical standards than the satellite network. The
juxtaposition of the satellite feed with the local elements
frequently sounds small-time and amateurish.

ABC-TV’s Nightline with Ted Koppel is a well known
demonstration of how satellites can be used to produce a

broadcast which looks and sounds like it is all coming out of one

studio. Infinity Broadcasting successfully satellite delivers its
“Howard Stern” morning show to radio stations in New York,

CITY-FM vs Traditional Satellite Programming

There has never been anything like CITY-FM available. The older
satellite delivered music formats are based upon completely different
economic motives than CITY-FM:

Traditional Satellite Format

+ Primary customer nationat ad agencies &
advertisers.

« Revenue from sale of time to national
advertisers, commodity pricing.

» Programming designed to get clearance
{“suitcase full of generic formats’).

+ $500-1500/month or free plus 48 minutes
per day. 2-3 year noncancellable contract.

« Smaller markets, marginal stations, poor
facilities.

+ No national brand name, station generics
{“Lite, Mix, Easy, Oldies, Joy" etc.).

+ Second string DJs.

» Cannot insure local quality or
standardized processes.

+ Single satellite feed means corrupt
daypart programming, generic time
checks, floating morning show.

« “National” research, or no research
at all.

CITY-FM Format

+ Primary customer major market FM
stations.

+ Revenue from franchise fees based on
% of station gross.

+ Programming designed to win ratings in
major markets.

* 5% of collections/month and 24 minutes
per day, 30 day no-strings cancellation.

- Competitive markets, winning facilites.

« “CITY-FM” brand name for solid station
identity.

* Premium top ten market personalities.

+ Common technical setup for execution
process standards.

* Exclusive programming time-locked
digitally to each time zone means jock
says “it's 8:22” at exactly 8:22.

* Weekly local research in every
CITY-FM market.

Philadelphia, Washington, and Los Angeles. By vertically

substantial cost savings.

A Great Brand

Is Not Bland

Different technical
standards are by no means
the biggest problem faced by
satellite formats. A far more
serious problem is that these
formats are delivered as
generic, unbranded products.
Each station slaps on its own
“audio label” by using a
recorded identifier such as
“Joy,” “Easy,” “Lite,
“Magic,” or some combi
nation of alphanumerics,
such as "Y-106.” These

integrating the production, satellite delivery and local execution,
Infinity has achieved significant competitive success at a

terms lack the memorability of a true brand name.
Because the brand name is different in each market, the
satellite on-air talent can never announce the name of the
product. This is the equivalent of presenting McDonald’s
hamburgers under a different name in each market and
without the famous “golden arches.”

Building A Better Burger

Contrast this with CITY-FM approach.
Because the product is vertically
integrated, the on-air talent can and does
announce the brand name in real time.
Thus, CITY-FM becomes the identity of the
local station. We even provide you with a
powerful visual imaging package
featuring the CITY-FM logo customized to
your market and dial position. This
strategy goes a very long way toward
achieving the goal and image of a “local
sounding” radio station. Add a person-
ality lineup of America’s hottest top ten
talent, and the result is powerful major
market programming capable of compe-
ting with the strongest, most established
market leaders even in America’s largest
markets.

CITY-FM Is Not

For Everyone

The best is not the cheapest. For
operators in one or two station markets
where competitive considerations are not
of major concern, the traditional satellite
format networks deliver suitcases of
formats at truly bargain basement prices.

But if ratings matter, and you need a
great morning show, an all-star talent
lineup with tested music, and top shelf
production, all proven and ready to go,
your station can become CITY-FM in 30
days.

Visualize your station sounding the best
it ever has, with crisp identity, all major
league air talent lineup, a music and
production presentation which”cuts
through” to the prime 2244 demo, and a
sales-focused lean mean operating team.
We believe so strongly in CITY-FM that
you may cancel your contract anytime
with no strings on thirty days notice.

For market availability and further information, contact
Dan Forth at Superadio Networks: (212) 302-1100. Fran-
chises are market exclusive and moving fast. Lock up this

exclusive franchise for profits and success before
somebody else locks you out.

Welcome to the new world of radio.

y//4 —_—
/ H Frrrrrrre
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THE MOST POWERFUL PROGRAMMING ON THE PLANET

www americanradiohistorv com
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NEWSBREAKERS

Sam’s World

Garth Brooks paid a visit to the Wal-
Mart headquarters in Bentonville,
AR, where he reportedly met with
more than 5000 of the store's
employees — including founder
Sam Walton (r). Brooks recently
signed a merchandising agreement
with Winterland Productions for a
retail product line. which the singer
helped create and design.

Katz Study: Radio
Listening Holding Strong

Radio listening has held strong
and steady across most age groups
during the past five years, accord-
ing to a Katz Radio Group analysis
of Arbitron data for the top 76
markets. Some key demos have
even increased their listening.

“The 25-54 age cells were up sig-
nificantly,” said KRG Sr. VP/Re-
search Gerry Boehme. In particu-
lar, average time spent listening
(TSL) was up 9% since 1986 for
men 3544 and 6% for women 35-44.
Boehme said the 25-54 demos have
been helped by the aging of a gen-
eration which grew up getting its
music from radio. “The heavy ra-
dio listeners have moved into
25+‘”

What remains unclear, though, is
future listening levels among cur-
rent teens and men 18-24, the only
demos to post a significant de-
crease in TSL. Increased adver-
tiser emphasis on the 25-54 demo
has left younger listeners with
fewer stations playing their music.

“As they get older, will radio be as
top-of-mind to them?” Boehme
wondered. He said the problem
may solve itself if the musical
tastes of young listeners become
more mainstream as they age.

Boehme found no evidence that
radio lost audience to CDs, MTV,
or the multitude of cable TV
choices launched in recent years:
“Despite all the increased competi-
tion, the good news is that radio
listening is doing fine.”

For the five-year period from
1986-90, average 12+ total week
6am-midnight TSL was up 3%,
while 6am-7pm levels increased
5%. Morning and afternoon drive-
times posted tiny gains, and the on-
ly significant TSL erosion — less
than 6% — came during the Mon-
Fri 7pm-midnight daypart.

KRG's analysis was based on the
fall Arbitron books from 1986-1990,
and Boehme said he expects the
Fall °91 results to be just as strong.

Unforgettable Performance

Elektra Entertainment execs celebrated the success of Natalie Cole's “Unforgettable” album after the first show of a
three-night stand at Radio City Music Hall. Looking sharp are (I-r) manager Dan Cleary, Elektra Sr. VP Ruben
Rodriguez and VP Suzanne Berg, Cole, and Elektra Sr. VP Kenny Hamlin, VP Joe Morrow (in rear), Exec. VP/CEQ

Aaron Levy, ard Sr. VP Gary Casson.

“Bumper Strips
are our business
and our passion.”

100% Recyclable!
You should be too!

US.Tape

Now were in tune with the environment.....

For more information, call collect 314-423-4411

& Label

Saint Louis, Missouri

RS

McCarrell Moves
To Bust |t
As Sr. VP/GM

Hammer’s
custom label,
Bust It Rec-
ords, has ap-
pointed former
Capitol VP/
Marketing Ron
McCarrell to
the Sr. VP/GM
post. He'll over-
see sales, pro-

motion, mar-
keting, artist Ron McCarrell

development, and interactions with
Capitol and CEMA Distribution.
Bust It President Louis Burrell
said, “We're very happy to wel-
come aboard someone of Ron’s ex-
perience, and we know he’ll be a
dynamic leader who'll take Bust It

McCARRELL/See Page 29

Wwww.americanradiohistorv.com

Gannett Sets GSMs At KIIS, KKBQ

Roy Laughlin, GSM at Gannett Country KKBQY/
Houston, has transferred to sister CHR KIIS/Los An-
geles for the same duties. He replaces Peggy
Schiavo, who joined crosstown KRTH as GSM.

KIS VP/Station Manager Gerry DeFrancesco
told R&R, “Roy will be an exceptional asset to the
management team. He is creative and innovative and
brings a diverse background to the position.” A four-
year Gannett vet, Laughlin joined KKBQ as LSM from

the same post at crosstown KTRH.

At KKBQ, LSM Dawn Black succeeds Laughlin
as GSM. She joined the station as an AE four years

ago and was promoted to LSM 18 months ago HOY Laughiin
KKBQ Regional Sales Manager Kathy Armstrong is also moving up, to

NSM.

Hogan Signs On As KLRX/Dallas GSM

Former KJR & KLTX/Seattle VP/GM Bob Hogan has replaced Larry
Menefee as GSM of Cox AC KLRX/Dallas. He'll direct an eight-member

sales staff.

VP/GM Gregg Lindahi told R&R, “Bob understands sales and market-
ing in the '90s. I'm confident he’ll make a terrific contribution to our efforts

in this market.”

Prior to joining KJR & KLTX, Hogan spent seven years at KKHT/Hous-
ton (now KHMX) as AE, LSM, NSM, and ultimately GSM. He was previous-

ly an AE at WRNO/New Orleans.

3WS/Pittsburgh Appoints Fisher GSM

After two years as LSM at Full-Service AC KDKA/Pittsburgh, Andy
Fisher has joined crosstown Shamrock Gold outiet WWSW/Pittsburgh as
GSM. Former GSM Greg Ofiara has exited the station.

GM Mike Crusham noted, “Andy’'s performance at KDKA, combined
with his knowledge of this market, make him qualified and ready for this

challenge.’

Prior to joining KDKA, Fisher was an AE for WPLJ/New York.

EARNINGS

Jacor, Osborn, Gaylord Postings

acor Communications (NAS-
JDAQ: JCORG) reported a

third-quarter net foss of $1.7
million (11 cents per share) versus
a $2.8 million loss (30 cents per
share) last year. Revenues de-
creased 17 %, from $24 million to
$19.8 million.

For the nine
months so far,
the company
earned $3.7 mil-
lion (38 cents a
share) compared
to a $10.5 million
loss last year
(31.11 a share).
Revenues were off 19% during the
period, from $67.2 million to $54.3
million.

Jacor President/CEOQ Terry Ja-
cobs did not expect the company's
“slight improvement” for the nine-
month period to extend into the
fourth quarter. “Because of current
economic conditions, we do not an-
ticipate an improvement in the ad-
vertising environment during the
fourth quarter, and as a result, the
outiook for the remainder of 1991
is unfavorable.”

Jacor owns 11 radio stations in
six markets.

sborn Communications
{NASDAQ: OSBN) report-

ed a third-quarter net loss

!

of $1.9 million {27 cents per share)
versus a loss of $833,446 (12
cents a share) last year. Revenues
increased 2%, from $7.4 million to
$7.5 million.

For the first nine months, the
company experienced a net loss of
$5 million (72 cents a share) com-
pared to a $2.8 milion loss last
year (40 cents a share). Revenues
were up 7%, from $16.7 million to
$17.9 million.

In addition to its nine radio sta-
tions in six markets, Osborn owns
Muzak franchises, a hospital cable
TV system, TV stations, and a con-
cert facility in Wheeling, WV.

aylord Entertainment
G Company (NASDAQ: GET)

reported third-quarter net
income of $5.4 million (17 cents a
share) compared to $26.4 million
(80 cents a share} last year. Rev-
enues rose 5%, from $163.9 mil-
lion to $172.5 million.

For the first nine months, the
company had anet loss of $1.2 mil-
lion {4 cents a share) versus a net
income of $9.5 million (29 cents)
last year. Revenues rose 3%, from
$443.5 million to $456.9 million.

Gaylord owns newspapers, cable
TV systems, TV stations, the Nash-
ville Network, Country Music Tel-
evision, the Grand Ole Opry, and
three radio stations in Oklahoma Ci-
ty and Nashville.
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NEWSBREAKERS

Radio

®BILLY JOE CASTLE, middays at
News/Talk WJCWiJohnson City, TN,
adds OM duties.

@ HARVEY MEDMNICK has been ap-
pointed Creative Services Director at
Business-oriented KBLA/Los Angeles.
He previously spent two years con-
sulting media in the U.K.

@ KEITH STEVENS is named PD/mor-
nings at Christian WWDJ (AM)/Hack-
ensack, NJ. He had been doing after-
noons at the station. Concurrently,
WENDY BUCCERI is tapped as Promo-
tion Director. She had worked on previ-
ous station promotions.

Records

@ CURTIS URBIN2 has been tapped
as Product Manager at EMI, coming
from the marketing and promotion de-
partment at Quark Records.

@ JOHN SPIELBERGER is elevated to
Manager/Finance a: RCA Records. He
moves up from Manager/Financial An-
alysis.

@ RICHARD WEITZ segues to Man-
ager/Creative Services at PolyGram
Holding Co. He had been the depart-
ment's Purchasing Manager. And
SHAWN WILSON BUNYAN joins as
Assistant Manager/Creative Services.

Angee Jenkins Larry Blumenfeld

® ANGEE JENKINS has been pro-
moted from Manager/Publicity to Direc-
tor/West Coast Publicity at MCA Rec-
ords.

® LARRY BLUMENFELD is appointed
Manager/Jazz Publicity at Columbia
Records. He was previously Director/
Publicity & Promotion at New York's
Blue Note jazz club.

® TOM KRAUS is named Sr. VP/GM,
Special Products at BMG Direct Mar-
keting. He's upped from VP/Special
Products.

@ LORI GATES has been promoted
from Marketing Coordinator to Product
Manager at Rhino Records.

® SHIRLEY GREER heads Sonic At-
mospheres’ promotions and publicity at
its new location: 2231 Hollywood Way,
Burbank, CA 91505, (818)
842-3172.

Industry

® DON SEEHAFER, President of See-
hafer Broadcasting Corporation, has
been appointed to the NAB Radio
Board.

@ GENE TOGNACCI is upped from
Sales Manager to GM at Moffett Pro-
ductions, which specializes in produc-
ing radio and TV commercials. Concur-
rently, JANE PULLICINO joins as Mar-
keting Manager.

®LISA YAREMCHUK joins Music
Awareness Promotions as Director/
Travel Promotion. She was previously
with Kramer Music Products.

Peter Scifres

Lori Gates

®PETER SCIFRES has been pro-
moted from VP/Manufacturing to Sr.
VP/Manufacturing & Operations at Uni
Distribution Corp.

and that’s

[0 THAT'S
THE MESSAGE

AND 30-SECOND
RADIO SPOTS

YOUR AUDIENCE!

Minor falls account

for more spinal injuries
than any other type

of mishap. They can

be the cause of
postural problems and

physical disabilities...

THESE 60-SECOND

AND TELEVISION SPOTS
COMMUNICATE TO

Countless people have been sub-
jected to major health problems
because they suffered structural

injuries which often do not show

the expected symptoms. Even an
innocent fall, bump or jar may be
the cause; and tg
not be known for years without

The mission of this important
public service television and radio
campaign is to make parents more

children’'s falls. To cause them not
to take their own falls for granted
either. To motivate them to listen,
watch and protect those easily
distorted bones, which are the

e severity may

professional attention.

aware and mindful of their

framework of growth and
development.

O Please Send Me Additional Health Campaigns That Are Available

] TO: American Chiropractic Assoclation 85/91-3 ]
1701 Clarendon Boulevard 1
| Arlington, Virginia 22209 i
l Please send me copies of “HUMPTY DUMPTY AND OTHER
I GREAT FALLS" public service spots for: |
| [ Televislon (One 60 sec. & one 30 sec.} |
| [J Radlo (Four 60 sec. & four 30 sec. taped spots} i
| i understand the spots will be sent without cost or obligation. i
: Public Service Director - :
i Station [
1 street Address — i
: City State Zip_ :

WwWwWw_americanradiohistorv.com

® JOHN BOUTKAM will head Marie
Marie Music, a music publishing and
production company. The company
can be reached at 2206 Lee Court
16-104, Tampa, FL 33607; (813)
876-1621.

@ JOHN MARX, head of the Wiliam
Morris Agency's Contemporary Music
department, expands his responsibili-
ties as the division reorganizes to in-
clude urban and rap music. In addition:
JON PODELL will supervise the East
Coast Contemporary Music group;
SHELLY SCHULTZ is tapped as the di-
vision's Head of Development: and
JEFF FRASCO and NICK CARIS have
been appointed senior agents

® RENODA CAMPBELL is upped from
Media Coordinator to Associate Man-
ager at Direct Management Group.

® MARSHALL COHEN has been nam-
ed Exec. VP/Research & Strategic
Planning at the MTV Networks, head-
ing the newly created department. He
segues from the Exec. VP/Corporate
Affairs & Communications post.

® SOUTHERN CALIFORNIA BROAD-
CASTERS ASSOCIATION has relo-
cated to 5670 Wilshire Blvd., Suite
910, Los Angeles, CA 90036; (213)
938-3100.

National
Radio

@ KEVIN YOUNG has been named Ex-
ec. Producer at ABC Radio Networks'
ESPN Radio Network, set to launch
January 1, 1992. He comes aboard
from KMOX/St. Louis, where he was
Director/Program Operations. Also,

Births:

WOMX/Orlando air talent
Scott McKenzie, wife Fran,
daughter Lauren Nicole, Octo-
ber 21.

KMXX/Phoenix OM Steve
LaBeau, wife Paula, daughter
Jessica Sarah, October 27.

KSFM/Sacramento PD Dave
Ferguson, wife Saundra,
daughter Bethany Morgan, No-
vember 11

WLWR/Champaign, IL air tal-
ent John McKeighan, wife Mel-
odi, daughter Alexandra May,
November 11

Megaforcellsland artist Dan-
ny Spitz (Anthrax), wife Val
daughter Julia Christine, No-
vember 13.

Hightone Records partner
Bruce Bromberg, wife Terri,
daughter Rosie, November 14.

WIZN/Burlington, VT GSM
Lynn Espey, husband Jim, son
Nicholas James, November 17.

Marriages: %

WGCO/Savannah, GA air tal-
ent Jennifer Abbott to Dan
Chaffman, October 26.

Killer Tracks Sales Manager

Jim Frangipane to Lori Wild,
October 26.
SBK VP/Promotion Ken Lane

to Nancy Citrin, November 16.

Condolences:

dare,” et al.) Richard Joy, 75,
October 31

WUSY/Chattanooga air talent
Big Jon Anthony, 45, Novem-
ber 13.

Radio announcer (“Dr. Kil- &

FRANK McKENNA has been tapped
as Manager/Affiliate Jarketing for the
ESPN Radio Network He had held affil-
iate relations posts at ABC Television.
In other news, CYNTHIA GROGAN
has been appointed Manager/Program
Sales for ABC Radio Networks. She
had been GM at ProMedia inc.

© CBS RADIO NETWORKS will broad-
cast “Remember Pearl Harbor,” a 15-
part feature broken into three-and-one-
half-minute segments, November 30-
December 1; (212) 975-3773.

® SAM DONALDSON hosts ABC RA-
DIO NETWORKS' “World War Two:
Who Ultimately Won?" on December 2,
(212) 456-5566.

@ DIGITAL PLANET will air exclusive
interviews with Sting, Elton John, and
Michael Bolton throughout December;
(213) 473-4147

@ CBS HISPANIC RADIO NETWORK
will present “El Camino A Barcelona”
on July 8. This series of daily 90-
second features spotlights athletes
from Hispanic countries participating in
the '92 Summer Olympics. Between
July 25-August 9, the network also will
air three reports daily from Barcelona
and a nightly one-hour wrap-up show;
(212) 975-3773.

TR AR 1« ST DRSO, 5

. Billy “The Janitor” Alver-
© son — Promotion Director/
.. swing/production KKZX/Spo-
© kane, WA (509) 448-9831
~ Chazrin Blake — MD/mid-
days WILN/Panama City, FL
(904) 235-3996

Mike Carmin — Afternoons/
sports WAZY/Lafayette, IN
- (317)742-8166
. Joe Cox — Overnights
. KJQY/San Diego (619) 660-
6077

J.J. Duling — PD WWSF/
Pensacola-Ft. Walton Beach
(904) 932-7148

Jo ‘‘The Rock & Roll
Madame” Maeder — Week-
ends/fill-ins  WXRK/New York
(212) 969-0109

Allen Moore — News Dir./
commentator/mornings WPDQ/
Jacksonville (904) 246-8762

Lisa Rodman — OM/PD
WZRH/New Orleans (504)
887-5708

Madelyn Scarpulla — Man-
ager/Product Development
Mercury Records (212) 529-
4406

Jojo Walker — PD/mornings
WSOS/St. Augustine, FL (813)
996-3908

B

Changes

James Tully joins Christal Radio/
New York as an AE

Mitchell Hall is named East Coast ad
rep for BPME.

Glen Firstenberg is named sales rep
at TVT Records.

Alison Lewis is appointed In-House
Marketing Rep at WEA/San Francisco.

Robin Hewitt has been promoted to
Financial Analyst for Rhino Records.

Elayne Hightower joins Dick Clark
Agency's urban division as a talent
agent.

Liebig & Kulzick entertainment law
firm has merged with Gipson Hoffman
& Pancione.

Jill Berliner and Danna Cook, music
department attorneys at Mitchell, Sil-
berberg & Knupp, have been named
partners at the firm.
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SEVEN STEPS

Stop Procrastinating!

0 you seem to find yourself

doing anything, every-

thing, and the other thing
to avoid beginning a project? If this
Is less a sometime situation and
more a way of life, you have a pro-
crastination problem.

Procrastination causes people to
not only miss deadlines and lose
promotions, but also feel anxiety
and guilt, develop ulcers, and live
in constant fear of being exposed
for how they really completed that
key project.

Dr. Leonra Yuen — co-author of
“Procrastination” ($6.95/Addison-
Wesley) says the first step
toward overcoming procrastina-
tion is to figure out why you're
(not) doing it. Then:

* Prioritize. Do your most im-
portant tasks first. Or delegate
some tasks to your employees.
This will take some pressure off
and help you realize your goals.

* Set specific goals for yourself.
Break large goals into bite-size,
manageable chunks.

e Start with one small goal that
leads to the main goal. Once you
have your bite-size goals, choose
one you can realistically accom-
plish in a week. Write that goal
down. Ask a friend if it’s realistic
and specific enough.

* Break your bite-size goal into
15-minute work sessions. Spend 15
minutes on a piece of your goal
each day - no more, no less. This
will make it easier to manage.

¢ Just do it. The hardest part of
any project is starting.

* Be prepared for obstacles.
Don't let them surprise and de-
press you — problems will arise.
Know that and deal with them in
stride.

* Remember, it doesn’t have to
be perfect. Most procrastinators
are also perfectionists. Combat
that need for perfection by telling
yourself that simply finishing the
job is the most important thing.

Value Of Employee Benefits

mployee benefits are ‘‘very
Eimportant" to 70% of Ameri-

cans when considering a job
offer, according to a recent survey.
This represents a 13-point jump
over last year, when 57% said
benefits were a major factor in ac-
cepting a job.

This year's respondents put a
$4100 value on health insurance,
saying they'd need a raise equal to
or above that figure to work without
medical coverage.

Source: Empioyee Benefit Research
institute: Washington, DC

SUCCESS & FAILURE

Improving Your
Imagination Quotient

re you trying to expand

your horizons with new

business strategies? Be-

fore you leap into a plan, use your
Imagination.

J. Edward Russo, author of ‘“‘De-

cision Traps: The Ten Barriers To

Brilliant Decision Making And

contact RTNDA.

When it comes to the finest in

Continuing Coverage, Investigative Reporting, and News Series/Documentary.
Your station could be one of ten to receive a Murrow Award at RTNDA's gala
presentation, September 23, 1992, in San Antonio, Texas. For more information,

L[FJ WA

Radio-Television News Directors Association
1000 Connecticut Ave., NW, Suite 615, Washington, DC 20036; (202) 659-6510; fax (202) 223-4007

How To Overcome Them” ($9.95/
Simon & Schuster), suggests you
picture the success and failure of
your proposed strategy.

Then consider all the reasons it
will — or won’t — work. By doing
so, you'll widen your list of busi-
ness possibilities.

® November 21-24 — YBPC
_ Convention. Hyatt Regency,
%_/ Houston

. 2
® January 19-23 — MIDEM
'92. Palais des Festivals, Can-

S

®February 13-15 — Gavin
Seminar 1992 Westin St. Fran-
cis/Union Square, San Francis-
co.

® February 25 — 34th Annual
Grammy Awards. Radio City
Music Hall, New York City.

® March 4-7 — 23rd Country
Radic Seminar. Opryland, Nash-
ville.

AR

® March 13-16 — NARM Con-
vention. New Orleans Marriott

How To Make
Disagreements

Work For You

unning a meeting at which
Ryour people heatedly dis-

agree isn’t necessarily a
bad situation. Try some of the fol-
lowing suggestions, courtesy of the
NYC-based National Institute of
Business Management:

* Don’t lose your temper. Dis-
agreements can be productive. If
everyone had the same views, your
company would stagnate.

* Become the mediator. Clearly
show the different points of view
and list each side’s pros and cons.

* If the discussion’s not impor-
tant, end it. Don’t get sidetracked
with minor points. However, if
your group doesn’t consider the
i1ssue a minor one, try to resolve it.

* Ask for the group’s help. If they
don’t like your ideas, ask them to
come up with some of their own.

Fact Vs. Opinion

ecision-making is based on
D facts — hard, cold, provable
facts. When you're prepar-
ing to make a decision, make sure
that's what you get. Watch out for
apparent facts, reported facts,
hoped-for facts, obvious conclu-
sions, and basic assumptions.
How can you be sure you're
hearing facts? In Donald Watson's
book *‘Are You Communicating?”
($19 95/McGraw-Hill), former
ITT Chairman Harold Geneen
says to insist on having sources to
back up “factual” statements.

® April 13-16 — 70th Annual
NAB Convention. Convention
Center, Las Vegas.

®May 27-31 — AWRT's 41st
National Convention. La Posa- 3
da, Phoenix :
® June 7-14 — T.J Martell
Rock 'N Charity Week. Various

i i
* * o o . e locations, Los Angeles |
radio and television journalism, g sdanuay 26 — Swer Bow | (R SRR
th hd 3 Il »- OJa;maeryr 29-Fébruary 2 - Eon Y, (i [P (e, %
e name SayS lt . Ninth  Annual Pollack Media :juﬁr;g?:; _ BPME & BDA ]
Group Programming/Manage_- Conference & Exposition.
Ed d R M » . : iz Conferepce J W Marri Washington State Convention &
ward R. Murrow’s accomplishments embody the purpose of the RTNDA il Gty Gy © Trade Center Seaftle i
Murrow Awards—to recognize radio and television journalism’s very best work. e Maams Saoe Eonfor. | ®Jdune 1820 — Tak Show
This year’s RTNDA Murrow Awards entry deadline is January 31, 1992. All ~ ence. Opnyland Hotel, Nash- | HOS! \fv‘;f;;ﬁ]“g"tgg S ST
material entered must have aired in calendar year 1991. Competition is open to g Ve ' o
all U.S. radio and television stations. ,,
|s1on stations _ R&R CONVENTION '92 ... JUNE 11-13IN CENTURYCITY [
Awards are presented in five categories: Overall Excellence, Spot News Coverage, .

® June 25-27 — Bobby Poe
Convention  Sheraton Pre-
miere, Tysons Corner, VA.

® July 16-19 — Upper Midwest
Conclave. Radisson Hotel
South, Bloomington, MN.

® August 13-16 — Jack The
Rapper Convention. Atlanta Hil-
ton and Towers Hotel.

©® September 23-26 — RTNDA
47th International Conference &
Exhibition. Convention Center
San Antonio.
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1992°s Top Revenue Categories

992 is just around the corner. To help you

prepare for the new year, this week I'll go

over today’s top revenue categories. Use
this checklist to find local revenue opportunity,
prepare for local and national avail activity, and
plan promotional requests or avails.

Manufacturers

« Health and beauty: The
key areas in this highly
competitive category will
be manufacturers’ entries
into non-traditional cate-
gories, such as Copper-
tone’s move into the hair
and cosmetic arenas; line
extensions in all phases of
the suntan product cate-
gory;, and new products
such as AHA, a Retin A sub-
stitute.

o Commuter airlines: Re-
gional carriers have be-
come excellent revenue op-
portunities. Many people
assume these airlines are
owned and operated by the
major carriers they repre-
sent; in fact, they’re usual-
ly licensees of the major
carriers operated by inde-
pendent companies.

* Home waler delivery/
improvement devices: This
category continues to grow
as more people use the
items and more manufac-
turers enter the arena.

s Internaticnal airlines:
Most airport hubs are see-
ing a significant amount of
service from international

carriers. Also, as U.S. air-
lines increase their role
overseas, it’s just a matter
of time before international
carriers begin to offer do-
mestic service.

e Snack food: This is a
very competitive area.
Eagle, Borden, and Frito
Lay currently are embroil-
ed in a heated battle.

* Dog food: With the pro-
liferation of gourmet dog
food in pet supply stores,
expect traditional suppliers
to be very aggressive in try-
ing to recapture market
share as well as stop the
erosion.

» Isotonic beverages/
sport drinks: Gatorade, the
primary manufacturer in
the isotonic category, has
been under incredible at-
tack. Every beverage com-
pany from Pepsi to Shasta
seems to be entering the al-
ready cluttered market, a
movement that will create
several revenue opportuni-
ties in 1992.

¢ Artificial sweeteners
* Long distance carriers

o Credit/charge cards

By Chris Beck

Retail

* Office supply: As small
businesses and home of-
fices (both fulltime and
parttime) continue to multi-
ply, the office supply cate-
gory will mature and grow.

e Bed and bath stores:
The ’90s emphasis is on the
home. Many bed and bath
chains are experiencing
higher sales than the aver-
age retail outlet.

e Child ‘‘enter-care’’:
This new category, ex-
pected to be a big player in
and near malls, provides
both child care and enter-
tainment. Among the en-
trants are MecDonald’s,
which began experimenting
this year with its ‘“‘Leaps
and Pounds,” and Discov-
ery Zone, which has opened
35 centers throughout the
country as of this writing.
(Its year-end target is 108.)

* Food service: Anyone
involved in food service
knows the market is com-
ing out of a challenging
year. Growth has been
slow, for the most part, and
menu prices have dropped.
Several establishments are
offering new services and
foods, many taken from
their competitors (e.g.,
breakfast at Taco Bell, deli
items at convenience
stores). Radio has always
played a key role in new
food/product launches.

© 1991 ANDREW TOOS

“We're proud of our sales managers who have risen from the street.”

* Consumer-direct manu-
facturer stores: Owing to
pressure from a stagnant
market, a lack of clothing
trends, and a far more con-
servative consumer, manu-
facturers that have tradi-
tionally relied on third-
party sales are increasingly
experimenting with their
own stores (e.g., Nike,
Reebok).

Corporate

* Local corporate head-
quarters or regional offices
of national and internation-
al companies: ‘‘Corporate
citizenship’’ is today’s
catch phrase. You should
be able to find plenty of
locally tied event market-
ing sponsorship opportuni-
ties through corporate
event planners.

¢ Councils, boards, and
associations: Tourism, food
manufacturing, farming,
and retail are four areas in
which advertising and mar-
keting programs are in-
creasingly generating rev-
enue.

* Non-profit organiza-
tions: Many such groups
are having difficulty obtain-
ing government support,
and are reviewing new

marketing and fundraising
methods. You might get a
commitment from one or
multiple sponsors or an or-
ganization’s office itself.
The schedules tend to be on
the small side, but addi-
tional revenues often are
leveraged through other
supporters.

Chris Beck is the President of
Beck Marketing Group. an inte
national sales and marketing con
sulting firm. If you have a question
about a column or a topic you'd
like to see addressed, he can be
reached by phone at (818) 594-
0851; by fax at (818) 594-5030:
by Prodigy electronic mail at ID#
SRTN15A; by CompuServe at ID#
76066,3334; or by mail at 22900
Ventura Blvd., Suite 340, Wood-
land Hills, CA 91364

2 - CANT LET GO - MARIAH CAREY - 425

3 - NO SON OF MINE - GENESIS - 435

4 - BEAUTY AND THE BEAST - CELINE DION & PEABO BRYSON - 331
5 - DANIEL - WILSON PHILUPS - 400

6 - WHAT ABOUT NOW - ROBBIE ROBERTSON - 415

10 - CHANGE - LISA STANSFELD - 406

11 - SHINING STAR - INXS - 336

12 - GROOVIN' - UB40 - 330

Top Hits

WEEKLY ON CD: AC-CHR & COUNTRY _ AS LOW AS $16.95/WEEK!

The patent pending Ultra-Q system gives auto
cueing and next source trigger on ANY CD
player. Ultra-Q CD's are compatible with all
present CD automation systems.

Top Hits US.A. include weekly AC,
CHR & Country hits with a Top-10
recurrent CD every 8 weeks covering
one formet.

- Curs

TOP HITS US.A
October 18, 1991
TH101891

CHR: 10-15
COUNTRY: 20-25 \

if you use taped music, you can replace a tape
LESS THAN HALF the rates of TM Cen- deck with CD and keep existing control gear.
tury HitDiscs. Bonneville ChartBreakers

include 1 CD/month covering only AC.

RADIO
PROGRAMMING AND
MANAGEMENT, INC.

Since 1870
q A R 4198 Orchard Lake Rg
Stations in Michigan please call 313-681-2660. Orchard Lake, M) 48
/' 800-521-2537 M:313-68

All others please use toll free number below.

FOR DETAILS & SAMPLE DISC:

800-521-2537

13 - KEEP COMMING BACK - RICHARD MARX - 340

14 - 2 LEGIT 2 QUIT - MC HAMMER - 502

15 - ALL 4 LOVE - COLOUR ME BAD - 324

20 - MAMA DON'T FORGE] TO PRAY FOR ME - DIWMOND RIO - 410
21 - I'.L STOP LOVING YOU - MIKE REID - 316

22 - BACK TO THE WELL - TOM WOPAT - 305

WwWwWw_americanradiohistorv.com
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AIDS Awareness Spurs
Parent- Child Talks

he ongoing threat of AIDS

has driven one-quarter of

U.S. adults to be tested for
the HIV virus (including the 15%
who were tested in conjunction
with blood donations).

The same threat also has spawn-
ed more parental talks. During the
last quarter of 1990, 69% of Ameri-
cans with children between 10-17
discussed AIDS with them. That
figure is up 7% from '89, when 62%
had “the tak.”

Interestingly, mothers are more
likely than fathers to sit their chil-
dren down for a chat about AIDS
(78% vs. 58%) and non-Hispanic
parents are more likely to discuss
the subject than Hispanic parents.
Schools also are getting in on the
HIV discussion — 74% of parents
said their kids learned about it in
class last year, up from 63% in ’89.

Source: Public Health Service,
Hyattsville. MD

Wall Unit Displays

ES

40 CDs Face First

need a CD? Ever wished you had a full-frontal view of all those CDs
and could quickly pluck the one you wanted off the wall?
See-Display has tumed your dream to reality with “CDisplay,” a wall
unit designed to hold 40 CDs flat with their front covers showing. Price:
$49.95. For more information, call the Santa Clarita, CA-based company at
(805) 294-9010.

Tired of turning your head sideways and squinting every time you

R&R OVERVIEW

hile fast-food chains
in general are feast-
ing on Americans'

fast-paced lifestyles, some of
the nation’s smaller operations
are eating a hole in the big guys’
market. The chart below shows
1991 estimated systemwide
sales figures for some of the
fastest-growing fast-food chains
in the U.S

. FastFood Outlet  Estimated '91 Sales
§ {in millions)

Taco Bell

{Mexican food) $2600
Subway (Deli-style

sandwiches) $1400

~ Sonic Drive-ins

('50s-style) $515
Sbarro

(Italian food) $277

Rally’s (Burgers via
double drive-through) $216

g Source: Alex Brown & Co., Equitable
Securities Comp., and company reports.

Marketing Music
Over The Phone

urious record buyers can

catch album previews and

musical news on many of
their favorite artists over the
phone, thanks to the NYC-based
Touch Tunes Corp.’s recently
launched “Touch Tunes 900” ser-
vice.

The interactive system provides
tour news, interviews, and 90-
second samples of up to six song se-
lections by each artist. Callers also
have the option to order records by
phone. (Per-minute charges for the
service will appear on the caller’s
phone bill.) Look for multilabel ad
campaigns employing the new ser-
vice to appear in consumer maga-
zines in the coming months.

|
]

Census Shows 1 Million
New Households In U.S.

he number of American

households grew about 1%

between March '90 and
March 91, bringing the total to 94.3
million (from 93.3 million).

According to the Census Bureau,
the number of married couples
without children fell last year for
the first time in the 31 years the
Bureau has tracked such data. Al-
though the number of households
headed by married couples de-
creased to 52.1 million, they re-
main the most common type of
household at 55% .

The number of households head-
ed by women increased this year to
27 million, up 2.1% from 1990 to
29% of all households. Fourteen
million women live alone, 8 million
are single mothers, and 5 million
run households that include other
relatives or non-relatives.

Meanwhile, men head 15 million
households, up 3.9% from 1990 to
16% of all households today. Of
those 15 million, 9.5 million live
alone, 1.4 million are single

fathers, and 4.2 million run house-
holds with other relatives or non-
relatives (figures total more than
15 million due to rounding).

More Americans
Support Legal
Abortions

hile the national debate

over legalized abortion

continues to be a light-
ning rod for emotional expression,
a recent Gallup survey found that
33% of Americans feel abortion
should always be legal. That figure
is up from one in five in 1975. An-
other 50% support abortion under
some circumstances. The percent-
age of people who oppose abortion
has dropped since 1975 from 22% to
14%.

Car Care Costs Examined

id you spend more than $553 to fix your car last year? That's the av-
D erage amount spent each year on.auto repair {in 1989 dollars), ac-
cording to a recent study by the Englewood Cliffs, NJ-based Motor
& Equipment Manufacturers Association.
The 35-44 demo spends more on fixing cars than any other age group
— 35% more than the national average, in fact. Here's a look at average an-
nual auto repair costs in seven demos:

Age Of Head Avg. Annual
Of Household  Expenditure
Under25 - $381
25-34 $524
35-44 $746
45-54 $666
55-64 $687
65-74 $442
75+ $254

ARE YOU READY FOR THE NEW WORLD OF RADIO?

TEST YOURSELF!

1. It's 1961. You own a hamburger stand. You notice a crane down the
street erecting a "golden arch”. You then:
&. Pretend you didn't see it.
b. Decide to "muscle” them
| out of business.

€. Give up.
d. Inquire about buying a franchise.

2. i's 1971. You own an American Motors dealership. You hear from your
buddies that the Honda motorcycle dealer will soon be selling cars. You then:

¢. Slash prices on alf new and used
cars and sfar in your own frirge
time TV campaign.

' a. Double over with laughter.

b. Spend $2,000 for a giant
American flag to hang over
your dealership.

3. It's 1981. You own a pizza parlor specializing in "homemade” pies.
Domino's and Pizza Hut open up in town. You then:

a. gnore them because they're

not "loco in "Shoppers Weekly" thereby thwart-
B Sell two pies for the ing their "syndicated” TV campaigr
price of one d.Try te buy < franchise.

d. Inquire about a Honda or Detsun franchise.

€. Borrow money from your family to advertise

4. 1t's 1991. You (and your friendly bank) own a radio station. You iustc?ot
another mediocre (but "OK") ratings report. Your sales staff reminds you daily that
even the #1 station is having a tough quarter and is cutting their rates in half. You then:

@. Hire ANOTHER Program Director.

b. Switch consultants AGAIN  (both sales and programmingj.

€. Do MORE research to "define" the problem.

d. CALL DAN FORTH ot SUPERADIO (212) 302-1100
and lock up the CITY-FM franchise NOW for your market.

CITY-FM is:
e A 24 hour Hot AC Radio Franchise via satellite.
e Ratings proven top ten market talent.

Designed fo win in major and

competitive markets.

o A franchise system fo reduce overhead
and improve ‘cash flow.
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THE MOST POWENRFUL PROGRAMMING ON THE PLANE? |
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TOP TEN SHOWS
NOVEMBER 11-17

1 60 Minutes
2 Roseanne
3 Full House
4 Murphy Brown
5 Coach
6 Cheers
7 Murder, She Wrote
8 Movie (Sunday)
("In A Child’s Name,"”
Part 1)
9 NFL Monday Night Football
(Bears vs. Vikings)
10 Unsolved Mysteries
Source: Nielsen Media Research
All show times are EST/PST uniess oth-
erwise noted,; subtract one hour for CST.
Check Iistings for showings in the Mountain
time zone. All istings subject to change.
Tube Tops
* Aerosmith, Michael Jack-
son, George Michael, and
% R.E.M. are slated to perform on
the hourlong ABC special “MTV
10" (Wednesday, 11/27,
9pm). Also appearing on the ca-
ble channel's 10th birthday par-
ty: Madonna and Cher.

Friday, 11/22

* Andrew Strong, “The Ar-
senio Hall Show" (syndicated;
check local listings).

* Bette Midler, “The Tonight
Show Starring Johnny Carson”
{NBC, 11:35pm).

s % e LT e e TR 5 T

®PAUL SIMON’S CONCERT

IN THE PARK

(Warner Reprise)

Twenty-two songs, two
hours. Companion to the audio
release, taped in New York's
Central Park August 15 (and
broadcast live on HBO), fea-
tures the singer performing with
his 17-piece backing band.

O NEIL YOUNG & CRAZY

HORSE: WELD

(Warner Reprise)

Fifteen songs, 105 minutes.
g Concert tape, a video version of
the like-titted audio package re-
leased last month, contains
tunes from throughout the
rocker's career.
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* INXS, "ABC’'s In Concert
‘91" {midnight).

Saturday, 11/23

* James Brown, Patti La-
Belle, the Pointer Sisters, Bob-
by Womack, and Stevie Won-
der are slated to perform on "A
Party For Richard Pryor” (CBS,
9pm).

¢ Tin Machine, 'Saturday
Night Live” (NBC, 11:30pm).

Sunday, 11/24
¢ Alabama, Clint Black, K.T.
Oslin, and Doug Stone host the
premiere of “Hot Country
Nights” (NBC, 8pm), featuring
guests Kenny Rogers and Pam
Tillis.

Monday, 11/25

e Bell Biv DeVoe guest star
(and perform) on "The Fresh
Prince Of Bel-Air” (NBC, 8pm).

* Karyn White, "Arsenio
Hall.”

* Judds, “Johnny Carson.”

Tuesday, 11/26
e Smokey Robinson, “John-
ny Carson.

Wednesday, 11/27
® Belinda Carlisle, “Arsenio
Hall.”
e Marc Cohn, “Johnny Car-
son.”
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NEW THIS WEEK

® ROD STEWART:

STORYTELLER 1984-1991

(Warner Reprise)

Twelve songs, 60 minutes.
Clip compilation features con-
ceptual videos from the past
eight years, including “People
Get Ready” with Jeff Beck.

® KEITH RICHARDS & THE
X-PENSIVE WINOS: LIVE
AT THE HOLLYWOOD
PALLADIUM (Virgin)
Twelve songs, 60 minutes.
Concert video filmed December
15, 1988 spotlights the Rolling
Stone’s other band, interspers-
ed with exclusive backstage
footage.
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WEEKEND BOX OFFICE
NOVEMBER 15 - 17

1 Cape Fear $10.26
(Universal) *

2 Curly Sue (WB) $4.20

3 All 1 Want For $3.33
Christmas (Paramount)

4 The People Under $3.01
The Stairs (Universal)

5 Little Man Tate $2.15
(Orion)

6 Billy Bathgate $1.88

(Buena Vista)

7 Other People’s $1.83
Money (WB)
8 Highlander lI: The  $1.58

Quickening (InterStar)

9 Strictly Business $1.57
(WB)
10 House Party 2 $1.28
(New Line)

All figures in millions
“First week in release
Source: Exhibitor Relations Co.

COMING ATTRACTIONS:
This week’s openers include
‘The Addams Family,” starring

Anjelica Houston, Raul Julia,
and Christopher Lloyd as the
creepy, kooky, mysterious, and
altogether ookey brood. The
dark comedy features the Ham-
mer single “Addams Groove”
(from his "“Too Legit To Quit”
LP) and a Marc Shaiman score,
both on Capitol.

Also opening this week: "“An
American Tail: Fievel Goes
West.” The animated sequel
sports an MCA soundtrack fea-
turing the current Linda Ron-
stadt single (‘Dreams To
Dream”} as well as two tunes by
Cathy Cavadini and music by
James Horner. MCA also has
released “An American Tail: A
Musical Adventure With Fievel
And Friends,” comprised of
songs by the movie's charac-
ters.

urrent TV Guide cover star
C Madonna says that al-

though her spot on the up-
coming "MTV 10” special will be
non-musical, she hopes it will be up
to her provocative standards. |
would never expect everyone to
understand or appreciate me. |
think if they did, | would be doing
something wrong.’

The Material Girt also spares a
few words for some of her male col-
leagues, including:

* C&C Music Factory's Free-
dom Williams — "“Good from the
neck down.”

e Gerardo — “I'm not into hair
extensions.”

¢ Axl Rose — "Doesn't have any
muscle tone.”

Express Lines

® This week’s National Enquirer
pats WMC-FM (FM 100)/Memphis
morning maniac Ron Olsen on the
back for pulling a prank on NYC's
latest hotspot, Planet Hollywood.
Olsen arranged for Arnold
Schwarzenegger and Sly Stallone
sound-alikes to call the diner and
put its employees through the
paces.

¢ David Bowie and model/ac-
tress Iman are planning a spring-
time wedding (People).

® Paula Abdul is among several
Hollywood beauties Magic John-
son once dated who now “live in
fear” of the HIV virus, according to
this week’s Globe. The 'zine also
exposes Abdul's “kinky undie se-
crets” along with those of Madon-
na, Cher, and Dolly Parton.

® Us honors C&C Music Fac-
tory, Trisha Yearwood, and An-
drew Strong as some of 1991’s
Most Promising Talent Break-
throughs.

® Garth Brooks told “Countryline
USA” radio host Leeza Gibbons
his “emotions run very quick . . .
So with children, | lose patience
quickly.” The Star reported the
story, headlined “Garth Brooks's
Shocking Confession: I'm Too Vio-
lent To Be A Dad.”

BIRTHDAY PRESENCE — "l guess
/ should have been a little more dis-
creet about turning 40,” quipped
Sting upon receiving a wheelchair
filled with sex aids (!} as a birthday
present from his pal Bruce Spring-
steen. The gift was presented dur-
ing a party held for the artiste at the
A&M soundstage in Los Angeles
{Us).

e Michael Jackson reportedly
was so enthralled by his chest
X-ray that he had it blown up to
poster-size, instructed an artist to
color the bones, and set the finish-
ed work in a back-lit, goid-inlaid
frame (National Enquirer).

Future Rock

Peering into its crystal ball, the
December Spy offers a look at how
mainstream pop will remanifest it-
self as 21st century camp. Set to
appear at the Sands Las Vegas in
the year 2014 are: Whitney Hous-
ton, Hammer, New Kids On The
Block, Steven Tyler’s Aerosmith
Experience, Miss Sinead O’Con-
nor, Wilson Bono (minus Chynna
Phillips, plus Chastity Bono), the
Go-Go’s Reunion Tour, and the Rod
Stewart/Elton John/Phil Collins
Together Again show.

Each week R&R sneaks a peek
through the nation's consumer
magazines in search of every-
thing from the sublime to the
ridiculous in music news. R&R
has not verified any of these
reports.
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RTNDA Can Help You Make Beautiful Music:
NEW, LOW $75 ANNUAL MEMBERSHIP FEE FOR THE

Are You A One-Man Band Running The Newsroom?

ONE-PERSON NEWSROOM

Benefits include: voting membership; monthly magazine; semi-
annual membership directory; newsletter; job bulletin; meeting,
convention and other discounts; and vigorous and relentless

defense of your First Amendment rights.

For information call, fax, or write:

RTNDA Membership
1000 Connecticut Avenue, NW, Suite 615, Washington, DC 20036
e Phone: (202) 467-5202 Fax: (202) 223-4007
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“Smells |
Like

Teen ;
Spirit”

Over 1 Million Units
Already Sold!

MOST ADDED!

First Week: Already On 42 CHR Reporters

B94 WBBQ  WNYP

KRBE 195 KMCK

WNVZ  WBBO KISR

s KXY

WPHR 1151055 kwTx

KBEQ  wape kNN

KWOD  kkyk wBXX

KPLZ  wABB  KQHT

WIKZ WRVQ KMGZ

KCl0l WKZL  KFMW AOR
WQGN WRQK KTMT TRACKS:
93Q KXKT  OK95

WPST  WHOT  KFFM @-@
WRCK  KZZU :

Arzwmss-tile-board SMAS]I
from the album
“NEVERMIND”

P

© 1991 The David Geffen Company
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STREET TALK.

EMI-Chrysalis-SBK: Shift Happens

he EMI/Chrysalis/SBK deal (see Page

1) necessitates major restructuring that

will directly affect several big name
players, as well as dozens of low- and mid-
level staffers. In all, 100 people or more are
expected to lose jobs as the three labels
merge staffs. At presstime virtually nothing
official had been announced, leaving plenty of
questions unanswered.

Specifically, where do Chrysalis Vice
Chairman Joe Kiener and President John
Sykes (recuperating at home from an
appendectomy) figure into this consolidation?

Word has it that Kiener will have a high-
level job within EMI International, while Sykes
has been offered a position at EMI Publishing.
Another rumor has Sykes returning to MTV —
where he was formerly VP/Prog. — for a top-
level executive position. Still another rumor has
Sykes joining Jon Bon Jovi's management firm
for major money in an unspecified position.
Neither Kiener nor Sykes had any comment.

Speculation is that SBK Exec. VP/GM
Daniel Glass will oversee the combined
promotion, marketing, and sales efforts of the
three labels. “It's important that radio and retail
understand that this will not be one label, but
three separate labels and three A&R teams
with unique identities and individual marketing
efforts attached to each A&R team,” Gilass told
ST.

Glass declined further comment, but ST
hears the newly formed promo department will

Rumors

* Despite what you might've heard about Gan-
nett fiipping NAC KOAI/Dallas back to CHR, com-
pany honcho Jay Cook says, “I's not even under
discussion.”

¢ Has KDWB/Minneapolis APD/midday person-
ality Mr. Ed Lambert ail but wrapped up the PD post
at Z104/Madison?

* Apologies to Andrea Ganis and the Atlantic
promo folks for erroneous speculation last week
about national staff reorganization.

® Wasn't that former Power 95/Dallas after-
nooner Billy Burke doing an on-air audition during af-
ternoons at Z100/NY this week?

* Is former KKBQ/Houston afternooner Ron
Parker thisclose to landing a programming gig with
SMN?

SAVE THE

DATE...
And lock it in

your budget!

CYCLE-DELIC ROCKERS — WXRK (K-ROCK}/NYC
recently sponsored the Multiple Sclerosis Fall Bike
Tour, in which 7500 cyclists rode 55k to raise more
than $500,000 for the cause. Seen on the scene are
(I-r} the Howard Stern show's Earthdog (Fred Norris)
and Boy (Garry Dell’Abate)} and station air personali-
ties Tony Pigg and Jimmy Fink.

consist of 20-25 locals under the direction of
either EMI Sr. VP/Promo Jack Satter or
Chrysalis Sr. VP/Promo Tom Gorman. (Satter
is considered the frontrunner.)

The fates of the other promo VPs (SBK’s
Greg Thompson and Ken Lane, EMI's Ron
Geslin, Mark Kargol, and Norm Osborne, and
Chrysalis’s Kevin Carroll) and their national
promo domos are all unknown. ST hears
several of them have already received feelers
from other labels.

Regardless of what happens, the
consolidation should be completed within the
next 30 days.

’ Virgin, Charisma 4 Sale? ‘

This week’s BIG record rumor concerns
Thorn-EMI's reported interest in acquiring
Virgin and Charisma. An item in the Wall
Street Journal (11/19) confirmed EMI Music
Prez/CEO Jim Fifield's interest in the labels,

Continued on Page 23
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Century Plaza
Los Angeles

Plus: a T.J. Martell Rock ‘N Charity week long 10th anniversary -
celebration beginning Sunday, June 7
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MOVE ANY MOUNTAIN - PROGEN @

* No. 1 U.K. single

* No. 1 Billboard Dance
* Top-5 Alternative

e MTVY™

e Video Jukebox Network

"The Shamen were the most influential band in the

development of Jesus Jones."
- Mike Edwards, Jesus Jones

"A mountain moving smash."
- Steve Flaster, Unique One-Stop, NY

"It makes the room spin. It should be illegal!!"
- Elvis Duran, Program Director, B93, Austin

"Great record - | can't keep it in the store.”
- Paul Fedronas, Tower Records, Long Island

"Here comes the next huge pop/alternative record.
The audience reaction has already been great!!"
- Tom Poleman, KRBE, Houston

The extraordinary new single from
the album, "En-Tact."

Produced by The Sh

epic

™M Moksha Management/Charles Cosh

“Epic" Reg. U.S. Pat. & Tm. Off. Marca Registrada./ = is a tradem;rk of Sony Music Entertainment Inc./© 1991 Somy Music Entertainment Inc.
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Continued from Page 20

but also noted that no negotiations had taken
place. (A Daily Variety report — also datelined
11/19 — claimed the formal announcement of
the purchase was awaiting the approval of
Thorn-EMI stockholders that's required for
such an investment.)

ST hears Charisma Prez Phil Quartararo
held a conference call with his promo staff to
reassure everyone that things were status quo
and dispel rumors that Charisma would be
folded into Virgin if a sale transpired.

Meanwhile, is Virgin about to bestow VP
stripes on several of its staffers?

’ The Tart Of The Deal {

The tape recorder that ST's Agent Double-
O-Soul secretly placed under the NYC
conference table at which those Madonna-
Warner Bros. multi-media talks are taking
place reveals that 95% of what you may have
read about the deal elsewhere is wrong.

ST also predicts the Madonna-WB deal will
go down — although there’s still one major
point of disagreement to be overcome.
Nevertheless, when the ink’s dry, look for the
music/film/video package to be worth between
$50-$60 million — or double the printed
rumors of $25-$30 million.

Brown Broadcasting’s KGB/San Diego —
once one of the most powerful and respected
mainstream AORs in the country — has made
official what industry observers have known for
a long time: The station is Classic Rock.

KGB, which in the past two years has
significantly reduced its current percentage,
last week adopted the “Rock "N’ Roll Classics”
handle. It'll continue to butt heads with
crosstown Gannett Classic Rocker KSDO-FM.
San Diego rockers looking for new music will
choose between hard-rockin’ AOR KIOZ and
New Rock XTRA.

Rumbles

* WYNY/NY MD Steve Blatter hitches himself to
a post with MJI Broadcasting.

* Four-year WPLJINY middayer Sky Walker
splits to pursue a fulltime voiceover career in L.A.

¢ Veteran L.A. personality Randy Thomas — the
voice of those ubiquitous “Hooked On Phonics”
spots — is moving from swing/weekends to mornings
at the market's KTWV, joining newsman Paul Cross-
white. Wally Wingert segues to overnights.

¢ Country KRPM (AM)/Seattle ends its simulcast
with KRPM-FM and becomes Kool Gold KULL.

* WTTH/Margate, NJ takes to the Atlantic City
airwaves under SMN's “The Touch” format. Peter
Koury and former WWIN/Baltimore OM Don Brooks
are the owners/operators.

* WSM-FM/Nashville PD Kevin O’Neal is now
consulting WXTU/Philly along with Pollack Medial
Nashville.

¢ KTLC/Abilene flips to Country KBCY under
PD Mark Proctor.

* WHEWI/Ft. Myers, FL PD Chuck Francis is the
new PD/afternoon driver at WPAP/Panama City, FL.
Meanwhile, over at Panama City’s WILN, MD/mid-
dayer Chazrin Blake exits.

* WESC (AM)/Greenville, SC has changed for-
mats to classic-based “Homestyle Country,” pro-
grammed by John Landrum.

* Ex-Y102/Reading PD Steve Wilson is the new
APD at KC101/New Haven. KC101 night rocker
Johnny Dark adds MD duties.

* KWOD/Sacramento Programming Asst. Karen
Holmes is upped to MD.

* R&R/Nashville Office Manager Jackie Proffit
is moving to Arista/Nashville as Promotion Coor-
dinator.

Excuse, Me?

ith what seems like
a brand name reve-
lation. the jean ge-

niuses at Hollywood Records
sewed up Promo Itera O’ The
Week honors by fitting select-
ed programmers with a No @'
Excuse Pro-CD of the Party’s
single, ‘‘In My Dreams’ — so
called because it sports no
less than 11 different remixes.
And the excuse-busters are (drum roll, please . . . )the
Single Remix; the Guitar Down Remix; the Single, No * ‘Par-
ty,"”" No Rap Mix: the Guitar Down, No ‘‘Party,” No Rap
Mix; the Single, With *‘Party,”” No Rap Mix; the Guitar
Down, With ‘‘Party,"” No Rap Mix; the Single, With *‘Par-
ty,”" No Rap, Instrumental Break Mix; the Guitar Down,
With “‘Party,”” No Rap, Instrumental Break Mix; the Single,
No “‘Party,”” No Rapy, Instrumental Break Mix: the Guitar
Down, No *‘Party,”’ No Rap, Instrumental Break Mix; and
(pant, pant) the Dance Mix Single Edit. ‘

Stoner Broadcasting — which owns 11
stations in nine markets — has decided not to
re-sign with Arbitron. ST hears Stoner's GMs
voted unanimously to drop the ratings service.

} 'NEW ‘Kids’ On K-Rock ‘

Yet another legendary WNEW-FM/NY
personality will cross the street to Infinity
Classic Rocker WXRK (K-ROCK). Morning
man Dave Herman, an 'NEW fulltimer since
1972, has inked a deal to do afternoons at
K-ROCK.

'NEW VP/GM Ted Utz told ST that
Herman’s '"NEW contract includes a brief
noncompete, but K-ROCK PD Mark Chernoff
— a former 'NEW PD — claimed it wasn’t
enforceable and plans to start Herman
December 2.

When Herman returns to the air, current
K-ROCK PM driver Pete Fornatele will move
to middays, Meg Griffin will segue to late-
nights, and Tony Pigg will take a weekend/fill-
in position. Jo ‘‘The Rock & Roll Madame”’
Maeder has resigned.

Fornatele, Griffin, and K-ROCK overnighter
Alison Steele are all ex-’"NEW vets. Herman's
arrival leaves Howard Stern as the station’s
only fulltime personality who hasn’'t worked at
'NEW.

Utz has “temporarily” moved 20-year
'NEW vet (and former PD) Richard Neer into
mornings, a shift Neer patrolled from
1984-85.

} 'RQN Tix Off Winners ‘

According to a report in the Toledo Blade
(11/17), WRQN/Toledo — which changed
from CHR to Gold November 4 — reneged on
its promise to send 22 contest winners to see
Richard Marx in Cleveland. The resulting

Continued cn Page 25
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ATLANTIC STARR

WI0Q 15-14
HOT102 32-30
KS104 18-16
WLAN deb 38
WEMF add
KZFM 35-30
KPRR 20-16
WRHT add
Y107 30-25

November 22,1991 R&aR*23

“LOVE CRAZY”

THE NEW SINGLE
FROM THE ALBUM LOVE CRAZY

KF95 add
KKMG deb 29
KSND add
WOMP 40-35
WIMX 39-36
KGGG add 29
KGOT add
KPXR add 32
KFFM 35-31

Plus ... .

WMXP  K96.7
KTFM KBFM
PWRPIG  KKRD
PWR106  KIKX
KMEL PWR102
HOT977  KCAQ
WVSR HOT949
TIC-FM  KWIN
WSPK WHTO
WWKX Kzl

URBAN CHART @
1}

© 1991 REPRISE RECORDS




PRINCE

AND THE NEw POWER GENERATION

o v

THE FOLLOW-UP TO THE ND. 1 SINGLE “CREAM,” FROM THE PLATINUM ALBUM DIAMONDS AND PEARLS

PRODUCED, ARRANGED, COMPOSED AND PERFORMED BY PRINCE AND THE NEW POWER GENERATION
MANAGEMENT BY PAISLEY PaRK ENTERPRIEB

Paisley “ark

©1991 WARNER BROS. RBCORDS INC.
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Continued from Page 23

listener grievances reportedly already have
landed on the FCC's Complaints &
Compliances desk.

'‘RQN GM Bob Lafferty told the Blade that
Capitol Records withdrew the prizes.
However, Capitol Nat’l Dir./Pop Promo Frank
Palombi insisted that he offered to overnight
the tickets to Lafferty, but was told “no
thanks.” Palombi reiterated his claim to ST:
calls to Lafferty went unreturned

Legendary Steel City morning duo Larry
O’Brien & John Garry have returned to the
local airwaves at WMXP/Pittsburgh, PD Rich
Hawkins has taken himself off-air

O'Brien & Garry worked at crosstown
WTAE & WHXT for 15 years before exiting a
few months back. Former 'HXT GM Ted
Atkins will consult "MXP.

Banned From 'ZOK ‘

The Rockford, IL County Transportation

)

Department has temporarily banned its drivers
from playing CHR WZOK on school buses.
The dep’t made the move after a parent
complained that her children were
“endangered by some of the lyrics heard on
WZzZOK.”

Radio Madness

he January Mad sends up radio formats by un-
Tveiling 21 mythical “radio stations we never get
to hear." included in the consultant's dream
are:
® WBLT — “Famous last squeals of siaughtered
pigs.
* WDOA — “The sounds of ambulances stuck
in fraffic.”
* WKEN — “Detaided comprehensive coverage
of the latest Kennedy scandal.
* KHIT — “Lame syndicated music
countdowns featuring pathetic song dedications
to estranged family members and deceased
pets.”
¢ KZOO -~ "Endless barrage of jokes and
tasteless comments that only the untalented host
and his crew of screaming, even more untalented
lackeys find funny.”

Capitalizing on the situation, the station
has worked up a parody of “Born In The USA”
titled “Banned From 'ZOK.” 'ZOK hopes to
solicit enough support to get the ban lifted.

Arbitron’s Radio Advisory Council is
looking to appoint someone to a three-year
term as a researcher, replacing CBS Radio
Rep's Terry Drucker, whose term is expiring.
Interested? Contact ARAC Chairman and

Continued on Page 26

DREW FRIEDMAN’S CONFIDENTIAL

A Song Worthy Of Universal Acclaim

_.

= SHE'S Buymwe A

The 20th annlversary of “Stairway To Heaven” is celebrated worldwide.

Drew Friedman'’s Confidential is brought to you by

AND

STaigwAY TD

© 1991 by Drew Friedman & K. Bidus

l PolyGram Label Group

&

WILSON PHILLIPS

AC BREAKER ¢

“Daniel” |

THE WHO

“Saturday Night's Alrght (For Fighting)" |

CHR: 13/8
STAR94 add  WZYP add WPST 28-

~File

JON BON JOVI | “Levon” |

WBBQ add WRVQ add

WZPL deb 27 WAPE add WHTO add 40

AOR TRACKS: @)

KMCK add
24 WBIZ add

Formats!

NEW Rock: )

KATE BUSH ocket Har”

STING | “Come Downln Time” |

already on these NACs: KWVS
WCDJ KTWV  KIFM  WNND
WNUA  KQPT WFAE WAMX

November 22,1991 R&R-25

CHR
NEW & ACTIVE

&
<

t LAST WEEK:
MOST ADDED!
THIS WEEK:
: NOW ON 37 CHR REPORTERS
WERZ add KMGZ add  WILN
WLAN add KROC add KNIN
WSTW add KFBQ add KYYY
WZYP add 999KH]I WBNQ
FM104 WRHT WBIZ
Q99.5 add WQuT Y94
KQIZ add WRQK WKFR
WJAD add CK105 KFMW
KCHX add KF95 KTRS
KNOE add 38  KIKX KQIX
WBPR add WNYP KTMT
WBXX add WHTO ...AND
KLYV add KISR MANY MORE!

From the SCOTTI BROS. Album
[ 4
“SNOW IN JUNFE’

(©1991 SCOTTI BROS. Tapes, Compact Discs & Records

WwWwWw.americanradiohistorv.com
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uz.

"Mysterious

rom U2's
AGHTUNG BABY

BREAKER

#3 MOST ADDED 137/43
P3 cHART Debut @

ISLAND

PolyGram Label Group

o~ 1 TALK.-

Continued from Page 25

WHY T/Detroit Prez/GM John Cravens like
now.

Whole lotta shakin’ at N/T KING
(AM)/Seattle. Former KGW/Portland talker
Rick Miller has been tapped for the afternoon
drive slot vacated by Mike Siegel. Chris
Brecher moves from afternoon talk to a 6pm-
8pm news/interview block, which she co-hosts
with newsman Alan Ray. Brecher’s old noon-
3pm shift now belongs to Seattle Times
columnist John Hinterberger.

} Love & Money 4

ST’s all-seeing eye notes that WHIO &
WHKO/Dayton VP/GM Chuck Browning, his
wife, son, and dog are pictured in the
December issue of Money magazine,
demonstrating how they plan to save big
bucks — $192,859 to be exact — by
swapping an existing mortgage to refinance
their home.

Rhino’s distribution deal with CEMA
comes up for renewal real soon. With third-
quarter profits up over last year's (37%
domestic, 42% global) and the 95-person staff
still expanding, other distributors are waving
deals in front of the two-horned hipsters. ST
hears the label is “listening and flattered,” but
“obviously very happy with CEMA.”

Former TV (and radio) wildman Morton
Downey Jr. is trying to put together a
syndicated radio program. Sources say the
proposed offering will have a “when enemies
meet” theme with Downey moderating (and
instigating) confrontations between people with
opposing views on notable issues.

Downey soared to national fame in 1987
with a rant-filled TV talk show, which originated
from cable superstation WWOR-TVINY. His
last radio gig was afternoon drive at N/T
WMAQ/Chicago back in 1988.

L.A. producer Rick Unger is Downey’s
partner in the current comeback bid.

Nine AOR and New Rock stations have
banded together to form an informal news
network called BOB (Broadcasters On
Budget)}. Under the agreement, the stations
trade reports and sound bites at no charge to
the participants.

Records

* MCA Music Publishing Prez Leeds Levy has
resigned.

¢ SBK Cleveland regional promo rep Chris Wolt-
man joins Columbia for local duties in the same mar-
ket.

* Walt Disney Pictures & TV Production Coor-
dinator Kay Kincaid joins Phil Carson's Victory Mu-
sic Inc. (VM) as Dir./Mktg & Video Production.

4 N

RADIO & RECORDS

o Stef Rybak named KZZP/Phoenix PD

4

eTom Yates chosen as KLSX/Los Angeles PD
¢ John Roberts rolls into KEGL/Dallas as PD
o Judy McNutt tapped as PD for WKDA & WKDF Nashville

4

eRay Anderson appointed VP/Promotion, Jim McKeon
eievated to Director/National Album Promotion at
Columbia Records.

<

eDavid Geffen named Assistant to WCI Chairman
Steve Ross.

o David Glew promoted to Sr. VP/GM at Atlantic Records.

BOB is coordinated by KBCO/Denver ND
Peter Finch and includes KGSR/Austin,
WHFS/DC, WFNX/Boston, WXRT/Chicago,
WBAB/Long Island, 91X/San Diego, Double
99/SF-San Jose, and KNDD/Seattle.

Condolences to Capitol Black Music
Division Sr. VP/GM Step Johnson, whose
father, Charles, passed away recently.

Look for mega-manager Frank Dileo to
play the rockin' role of a record company
president in the forthcoming “Wayne's World”
flick.

% e
SMELLS LIKE TEEN SPIRIT — Inspired by the “Bio-
sphere” experiments currently taking place in Ameri-
ca’s Southwest, WNCI/Columbus, OH is conducting
its own inquiry into the “B.Q. Sphere.” 'NCI’s version
requires four listeners to live inside a 1992 Ford Es-
cort — no outside entertainment sources permitted,
breaks fimited to five minutes every three hours, fam-
ily members must supply the contestants with food,
and all garbage must remain in the vehicle — until
three of ’em can stand it no longer. The final fourth
gets to keep the car.

RADIO EXPENDITURE REPORTS INC.

740 West Boston Post Road « Mamaroneck, N.Y. 10543 - (914) 381-6277

WHAT YOU NEED TO KNOW

MARKET BY MARKET
ACCOUNT BY ACCOUNT

YOUR SOLE INDUSTRY SOURCE
FOR NATIONAL & REGIONAL SPOT DATA

www.americanradiohistorv.com
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MAXI PRIEST

the duet star of 1991,
alone at last with
“Some Guys
Have All The Luck”
from BEST OF ME

o
" YT NP

a collection of Maxi’s

greatest hits to date.

“Some Guys Have All The Luck”

Produced by
Willie Lindo, Sly Dunbar,
Robbie Shakespeare, O.D.
Executive Producers:
Erskine Thompson
and Maxi Priest
for Level Vibes Ltd.
Management:
Alive Enterprises
(Shep Gordon and

Daniel Markus)

chansma
© 1991 Chari Records America, Inc.
® 1991 10 Records Ltd. issued under exclusive license in
the United States by Chari Records America, Inc.




GET READY FOR THE POWER OF

JAMES INGRAM

‘“VYWhere Did My
Heart Go?”

THE NEW SINGLE

Produced by Thom Bell and James Ingram

FROM THE ALBUM

THE POWER of GREAT MUSIC
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Lollygagging With Loggins

The snap-happy folks at Columbia were all smiles after Kenny Loggins’s show at L.A.'s Wiltern Theatre. Getting in-
timate backstage are (I-r) the label's Michael Becker, Colin Willis and VP Bob Wilcox, Alive Management’s Denzy!
Feigelson, Columbia’s Robin Cecola, President Don lenner and Dana Keil, Loggins, Columbia’s Vicki Batkin, Jerry
Lembo and VP Jerry Blair, Sony Music Sr. VP Don Burkhimer, and Columbia VP Ron Oberman.

Jermaine Jackson was the guest of honor at an L.A. listening party on behalf of his new Laface/Arista release, “You
Said.” On hand for the festivities were (I-r) BMG's Jerry Silhan, Arista’s Jerry Follis, Kathi Moore and Sr. VP Gerry Grif-
fith, Jackson, Arista’s Kirk Bonin, LaFace VP/GM Lamont Boles, and Arista’s Jon Klein.

Jackson’s Jam

MCA

Continued from Page 1

 Providing Motown with specif-
ic terms for a possible distribution
deal before Motown had termin-
ated its deal with MCA;

* Requiring Motown to indemni-
fy it against a possible MCA law-
suit;

¢ Insisting on obtaining
Motown’s international distribu-
tion rights even though it knew
MCA had priority to those rights
once Motown’s international deal
with BMG expired;

e Threatening to retaliate
against retailers if they bought Mo-
town product through MCA. MCA
admitted it offered its stock of Mo-
town product to retailers at dis-
counts once it learned of Motown’s
intention to terminate its distribu-
tion agreement.

« Offering the same product to
retailers at the same, or even
deeper, discounts than MCA was
offering.

PolyGram Responds

A PolyGram news release said
company officials learned through
the media that a lawsuit had been
filed and called it ‘‘totally
baseless,” alleging “MCA has
brought it in bad faith, knowing
that its accusations against Poly-
Gram are false.” The release also
charged the MCA lawsuit was an
“unlawful attempt to restrain com-
petition in the U.S. recorded music
market, and that MCA’s use of the
legal process as a weapon against
PolyGram is in violation of the an-
titrust laws.”

A Motown press release said on-
ly, ““This is a development that Mo-
town anticipated. We believe this
suit is absolutely meritless.”

MCA began distributing Motown
product in 1983. Five years later,
Motown founder Berry Gordy sold
the label to a partnership consist-
ing of Boston Ventures, MCA, and
MCA Black Music Division Presi-
dent Jheryl Busby, who subse-
quently became Motown’s Presi-

dent. Boston Ventures holds a 70%
share of Motown.

Two weeks after the Motown suit
in May, MCA fired back with a $25
million suit charging Motown and
Boston Ventures with various
“malicious actions.” In August,
Motown announced the termina-
tion of its deal with MCA, and a
month later, it heralded its new
agreement with PolyGram.

Guerinot
Continued from Page 1

Label President/CEO Al Cafaro
noted, “Jim’s been instrumental in
A&M'’s success. He does nothing
‘by the book’ — he’s a freethinker.
He has great passion, endless ener-
gy, and he’s competitive as hell.
Jim will continue to create and im-
plement innovative approaches to
the ever evolving marketplace.”

Guerinot, who’s been VP/Artist
Development until now, joined
A&M in 1988 after stints at MCA
Concerts and Avalon Attractions.

WWw.americanradiohistorv.com

Merger

Continued from Page 1

World Awhirl

“I regret that the consolidation
will mean reducing the number of
people currently employed by the
three labels, but I am lucky to have
such a strong pool of creative
talent to draw from as we build the
new organization. I plan to com-
plete the rationalization by early
January,” continued Koppelman.

This restructuring, like the re-
cent merger of Atco and EastWest
America, is widely viewed as a
precursor of further label downsiz-
ings in the months to come.

A slew of executives are chang-
ing jobs as a result of this merger.
SBK President/COO & EMI Music
Publishing Vice-Chairman Martin
Bandier is now Chairman/CEO
EMI Music Publishing.

EMI President Sal Licata exited
last Friday. The fates of other high-
level label executives were uncer-
tain at presstime (see Street Talk,
Page 20).

et

Eckstine
Continued from Page 1

the PolyGram positions of senior
A&R executive, Exec. VP/Talent
& Creative Affairs, and Sr. VP/GM
of the company’s Wing Records.
He also served as VP/A&R at Aris-
ta Records and Exec. VP/GM at
Quincy Jones Productions/Qwest
Records.

McCarrell

Continued from Page 12

into a prosperous new year.”

McCarrell began his career at
CBS Records, where he ultimately
rose to VP/Marketing for E/P/A
before joining Capitol. He's now
based in Bust It’s new Los Angeles
office, where the label has a 12-
person urban field promotion staff.
The label’s mailing address is 1750
N. Vine St., Hollywood, CA 90028.
Phone: (213) 960-4649; fax (213)
960-4679.

S

FOUNDER & PUBLISHER Bob Wilson
EXECUTIVE VP GENERAL MANAGER Dick Krizman
SENIOR VICE PRESIDENT & EDITOR- Ken Barnes

EDITORIAL

VICE PRESIDENT/EXECUTIVE EDITOR Gail Mitchelt
ART DIRECTOR. Richard Zumwalt

SENIOR VICE PRESIOENT/RESEARCH & DEVELOPMENT Dan Cole

108 ANGELES: 310.553+4330, 1930 Century Park West, Los Angeles, CA 90067;

SENIDR EOITOR. Don Waller

MANAGING E0ITOR Ron Rodrigues

EDITORIAL OIRECTOR. Barak Zimmerman
AceDTOR: Mike Kinosian

AOR EDITOR Harvey Kojan

CHR EDITOR Joel Denver

COUNTRY EDITOR Lon Helton

URBAN CONTEMPORARY EDITOR Walt Love

NEWS TALK EDITOR Randall Bloomaquist
RESEARCH EDITOR ARCHIVIST Hurricane Heeran
EOITORIAL CODRDINATOR. Ann Schnieders
ASS0CIATE E0ITORS John Brake, Kristi Hinchman

FAX R&R

® EDITORIAL
310.203-9763
® CIRCULATION
310.203.8727
® ADVERTISING
310-203-8450

ASSISTANT EDITORS Anthony Acampora, Shawn A

, Paul Coibert,

Frank Roth, Geoffrey Schackert

INFORMATION SERVICES
MARKETING OIRECTOR Mike Lane
MARKETING MANAGER JiH Bauhs
CUSTOMER SERVICE REPRESENTATIVE. Lea Grubbs
HOTFAX OIRECTOR Vickie Ocheiltree
HOTFax PRODUCTION Jef! Steiman, Todd Roberts
DATA PROCESSING DIRECTOR Michael Onufer

Kenton Young, Thomas Yueh
PROOUCT DISTRIBUTION MANAGER John Ernenputsch
CHCULATION
CIRCULATION MaNAGER Dilanna Seay
CIRCULATION COORDINATOR KeHey Schieffeiin
PACOUCTION
PRODUCTION DIRECTOR Richard Agata

PHDTOGRAPHY Roger Zumwalt

GRarHics Teresa Dovidio, Tim Kummerow

ADMINISTRATION
ASSISTANT TO PUBLISHER Karen Biondo
CONTROLLER Margaret Beckwith
ASSISTANT CONTROLLER Debbie Botengan
ACCOUNTING STaFF- Kathy Koenig, Nalini Khan
OFFICE MANAGER Christina Giilis
RECEPTION Juanita Newton, Karen Mumaw
MalL services Rob Sparago, Matthew Parvis

BUREAUS

BUREAU CHIEF WASHINGTON EDITOR Pat Clawson
AssociaTe E0iToR Randall Bioomquist
ASSISTANT EOITOR Jack Messmer

OFFICE MANAGER Deborah White

LEGAL COUNSEL Jason Shrinsky

FAX: 615-248-6655
8UREAU CHIEF Lon Helton
ASSOCIATE E0ITOR Lorie Hollabaugh
OFFICE MANAGER Jackie Proffit
ADVERTISING
LOS ANGELES: 310+553-4330: FAX: 310+203-8450

ADVERTISING COORDINATOR Nancy Hoff
ADVERTISING ASSISTANT Michael Berckart

MARKETPLACE SALES Beth Deli’isola
0PPORTUNITIES 5ALES Lesile Cutting

WASHINGTON: 2027833826
VICE PRESIOENT SALES Barry O'Brien» -

NASHVILLE: §15244.8822
DIRECTOR SALES Ken Tucker

A WESTWDOD ONE COMPANY

COMPUTER SERVICES Mary Lou Downing, Marjon Garcia, Dan Holcombe, Saeid irvani,

ASSOCIATE ART DIRECTORS Marilyn Frandsen, Gary van der Steur

TyeogRaPHY Kent Thomas, Lucie Morris, Bill Mohr

WASHINGTON: 202+783-3822, National Press Building, Suite 807, 529 14th St. NW,
Washington, DC 20045; FAX: 202.783-0260

MASHVILLE. 615.244-8822. 1106 16th Avenue South, Nashville, TN 37212,

VICE PRESIDENT SALES. WESTERN REGION Michael Atkinson

SALES REPRESENTATIVES Jef! Gelb, Henry Mowry, Mike Schaefer

Subscription Infarmation 310-553-4330

der, Colette B.




30 eRaR November 22,1991

il

by

request.

kit

We couldn't ignore it. You picked it.

v ‘ She began with the across-the-hoard =1 hit “Romantic.”
Now, here’s the second single from the smash album,

ritual of love,

#1 Most Added 82/67
P-1 Action:

WXKS add 30
B94 on

WMXP add
PRO-FM add 35
PWR99 add
PWRPIG add 30
Q105 add

B96 on

WJIMO add 37
WPHR add
WNCI add 28
KXXR add
HOT102 add
WKBQ add
KS104 add
KKFR 20-17
KKRZ add
FM102 on
KMEL deb 35

Urban Debut @

it {? 5
[ - A © 1991 Warner Bros Records Inc. Well, you asked

|
|
|
|

NEWS

Sex Charges

Continued from Page 1

e Grabbed and fondled her
breasts and buttocks at least twice
a week, and on numerous occa-
sions suggested she perform sexual
acts with a female co-worker;

» Escalated his pattern of verbal
and physical abuse, and around Ju-
ly 8, approached her ““ostensibly to

| show her an article in a maga-

zine.” However, Babineau alleged-
ly placed his mouth on her left
breast. As Muck struggled to get
away, she noticed his penis was ex-
posed and erect. Muck said Bab-
ineau blocked her exit, proceeded
to masturbate, and ejaculated onto
the magazine.

e Around July 29, again exposed
himself to Muck, ejaculated in her
presence, and ordered her to clean
up after him.

e Around August 8, forcibly
grabbed Muck’s hand and placed it
on his exposed and erect penis.

*On August 20, approached
Muck, who was on the phone, un-
zipped his pants and placed his
penis in her ear.

Personal Life

Muck said she informed co-
workers and the Geffen personnel
director after the July 8 and August
20 incidents. She accuses Babineau
of having a “history of similar out-
rageous sexually deviant behavior,
which was known and permitted by
Geffen management.”

Babineau left the company in

| early September to “pursue a per-

sonal life,”” according to a Geffen
press release. He could not be
reached for comment. Muck left
the label in October to work for a
management company. Her attor-
ney, Benjamin Schonbrun, said he
was not allowing his client to speak
to the media.

A Geffen representative said the
company would not comment on
the suit. A spokesperson at MCA
Inc., which was also named as a
defendant [along with parent Mat-
sushita], referred inquiries to Gef-
fen.

“What is disturbing and horrify-
ing about what Penny Muck was
subjected to in the workplace is the
silent inaction of Geffen, when they
knew about the prior history of sex-
ual harassment complaints lodged
against Penny Muck’s boss and did
nothing about it,” said Schonbrun.

“The Geffen company should
have disciplined the executive who
was sexually assaulting and haras-
sing his women co-workers for
years. Instead, the corporation
nurtured and supported an execu-
tive they knew had a history of sex-
ual assaults on women in the
office.”

Schonbrun said lawsuits filed in
California Superior Court do not
specify precise damages and that a
jury would fix a specific dollar fig-
ure if it were to rule in the
plaintiff’s favor.

www americanradiohistorv com
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ANOTHER CAR
IS ALREADY /ny
| KeSERVED SPA(E

Westwood One’s Los Angeles studio was the site of Source affiliate
KOME/San Jose's interview with Lita Ford, whose RCA LP “Dangerous
Curves” was released last week. Seen on the scene are (I-r) RCA/BMG’s
Tony Gates, Source Regional Dir. Joe Garner, Ford, and Westwood One

VP/GM Thom Ferro.

Summer At The Apollo

Donna Summer performed “Heaven's Just A Whisper Away " during an ap-
pearance on TV’s syndicated “it's Showtime At The Apollo.” Gathering
backstage at the NYC theater are (I-r) Atlantic's Lynne Poole, producer
Keith Diamond, Summer, WNJR/Newark, NJ PD Carlos DeJesus, and
Atlantic Sr. VP/Black Music Division Richard Nash.

King
Continued from Page 10

o PD Eric Marshall resigned
suddenly last Tuesday (11/12) to
enter artist management.

e Promotion Director Lu Mosley
was let go Friday, after four years
at the station.

¢ Consultant Rusty Walker,
who's been working closely with

WSSL and WMSI the last couple of
years but not at all with WSIX, has
taken a much more active role in
WSIX the last few weeks.

In the last 14 sweeps (including
summer ’91), WSIX won 11 124
and 25-54 races; WSM-FM won
three — including this summer’s.
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The New Country Tradition

Format Gains Popularity Owing To Social, Musical Changes

In my last column (R&R 9/13), I examined
the much-discussed state of CHR. While that for-
mat has been experiencing an identity crisis,
Country has been experiencing a major boom.
This week, with the help of Pollack Mullins
Nashville COO Moon Mullins, I’ll examine some
of the circumstances and trends that have led to
Country’s gaining popularity.

The format is enjoying
marked growth, even in
areas where it hasn’t been
dominant traditionally. Ac-
cording to a recent column
by Lon Helton (R&R 8/30;
see also 11/8), 53% of all
Country stations in the 99
continuously measured
markets were up 12+ in the
Spring ’91 Arbitron, while
only 38% were down. The
25-54 picture was even
brighter: 54% of the Coun-
try outlets were up. And,
most impressively, Country
stations ranked first among
25-54s in 50 of the 99 mar-
kets.

With such a strong show-
ing over the past year or so,
comparisons to the last
country boom — the “Ur-
ban Cowboy” era of the ear-
ly ’80s — are natural. How-
ever, an examination of
factors influencing this new
surge shows some clear dif-
ferences between the two
periods.

Several factors have con-
tributed to Country’s rise,
including social phenom-
ena, country music’s evolu-
tion, and — most important
— changes in the format’s
programming methods.
Following are five key fac-
tors we’ve seen.

Traditional Sound

The format’s resurgence
over the past couple of
years parallels the influx of
young country artists.
These new artists, who
have led the revival of tra-
ditional country music, are
at the root of the difference
between today’s country re-
vival and the Urban Cow-
boy upswing.

In the early ’80s, ‘“‘new”
country music crossed over
from the pop field, bringing
artists such as Kenny
Rogers and Anne Murray.
Today’s new artists are
firmly grounded in the tra-
ditional sound, however,
and the format has moved

66)

In uncertain times,
reality hits home
harder and music

relating to real.life
themes often has

greater impact and
appeal.

99)

away from crossover and
country-rock artists. Sever-
al of today’s popular acts,
including Clint Black, Ran-
dy Travis, and Garth
Brooks (often referred to as
“hat acts’ for their tradi-
tional garb), conjure up im-
ages of the Old West and the
appeal of traditional values.

Another aspect of this
music appeals to young
adults. A number of 25-40-
year-olds apparently aren’t
very pleased with other mu-
sical genres. Much of
today’s contemporary mu-
sic is rap- or hard rock-
oriented; country provides
a viable mainstream alter-
native. Its lyrics are easy to
relate to, the music is easy
to listen to, and the songs
are easy to sing. Presuma-
bly, this is one reason Coun-
try outlets do especially
well in markets without a
strong AC station.

Economic Woes

The current recession is
the one social factor com-
mon to both the Urban Cow-
boy period and today’s
country boom. In uncertain
times, reality hits home
harder and music relating
to real-life themes often has
greater impact and appeal.
As Mullins puts it, “Country
music contains lyrics about
life.?’

Interestingly, a subtle
change in country’s lyrics
also has occurred. The new
generation’s outlook is no-
ticeably more positive. To-
day’s songs have less to do

By Jeff Pollack

about crying in your beer
and more about family and
love.

Gulf War Impact

Some of the most evoca-
tive images of the Persian
Gulf War were tearful good-
byes as troops left for the
Gulf with Lee Greenwood'’s
“God Bless The USA” play-
ing in the background. The
increase in popularity of
country music that pre-
dated the war has con-
tinued after the war ended.
In terms of the format,
however, many Country
stations lost audience dur-
ing the “war book.”

As is often the case dur-
ing hard times, the war
focused many people’s at-
tention on traditional values
such as family, patriotism,
and duty — values which
country music lyrics have
always embraced.

Kinder, Gentler
Format

In some areas an ‘“‘atti-
tude backlash” has occur-
red in reaction to aggres-
sive, in-your-face air per-
sonalities, music, and mar-
keting techniques. A small,
yet growing segment of
people are seeking an alter-
native to this overbearing
presentation style — and
they’re finding solace in the
more straightforward ap-
proach of most Country sta-
tions.

More Resources

Despite the previously
mentioned trends, the for-
mat wouldn’t be able to
flourish as it has recently
without an increased com-
mitment from broad-
casters. Owners and man-
agement are investing
more time and money in all
elements of the station, in-
cluding the hiring and de-
velopment of strong PDs,
winning morning shows,
and consultants with pro-
ven track records. They're
doing more research and
increasing their marketing,
advertising, and promotion
budgets. In short, they’re
doing everything necessary
for success in any format.

The question is: Where
does Country go from here?
Will the boom-and-bust cy-

WWw.americanradiohistorv.com

Why Country’s Booming

® More traditional-sounding music

@ ‘“‘Real’’ lyrics relate to economic woes

® Gulf War focused attention on family values
® Alternative to rap, hard rock sought

® More resources committed to the format

cle of the Urban Cowboy
era be replayed in the early
'%0s, or are the emerging
trends a harbinger of
what’s to come? To help an-
swer these questions, here
are some of the trends we
predict will be factors in the
foreseeable future.

Fragmentation

Traditionally strong in
35+ demos, Country radio
is making inroads to
younger demos. As with
other formats such as AOR,
Country has been too suc-
cessful for a single station
to span a wide range of
demos from 18-54. More
success means more Coun-
try stations. It’s natural to
expect fragmentation to ac-
company increased compe-
tition.

We're already seeing a
distinct demographic split
in some markets as new
competitors aim to super-
serve a more narrow core
or other opponents try a
flank attack. In some mar-
kets, the leader is chal-
lenged by a station taking a
more current-driven,
youth-oriented approach. In
markets where the leader
has evolved into a slightly
younger-skewing station,
the attack may come from
a gold-based, 45+-targeted
station.

This demographic split
will be most evident in the
difference between AM and
FM stations. Although
these differences in the
Country format are less
pronounced than in other
contemporary formats, the
AM stations will increasing-
ly become more 45-+-based
in the future. To survive in
the '90s and beyond, these
stations will have to find a
unique niche.

In markets already ex-
periencing intense Country
competition, we’ll see more
subtle variations. For ex-
ample, some stations are
positioning themselves as
“EZ Country” to set them
apart from their more
mainstream competitors.

Post-1980 Music

Most successful Country
stations play little music re-
corded before 1980. While
this makes sense in an era
with a vibrant new music
orientation, other factors
should be considered as
well. Mullins points out that
since oldies evoke mem-
ories of the past and many
new country listeners grew
up listening to rock 'n’ roll,
these people lack the specif-
ic memories and emotional
connections associated with
many older country songs.
However, 1980s gold pro-
vides a more direct link to
the current artists.

Country’s continued suc-
cess at all levels is opening
operators’ eyes every-
where. In the future, even
broadcasters without first-
hand experience in the for-
mat will recognize its po-
tential and be more willing
to view it as a viable alter-
native in many markets.

In the big picture, we pre-
dict Country’s growth will
continue — albeit perhaps
not at such a rapid rate.
The strength of various for-
mats often is cyclical, but
the proven appeal of coun-
try music to a wider au-
dience ensures its long-
term vitality.

Jeff Pollack is Chairman/

CEO of Pollack Media
Group (310-459-8556), an
international programming
advisory firm, consuiting all
radio formats in nine coun- |
tries. He contributes to this
section on a regular basis.
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Guerrilla Marketing:
Niche Fighting In The ’90s

Lately, it seems my columns either stir up a furor or
slay sacred cows. Far be it from me to change that pat-
tern. For these days of the lean and mean, here are alter-
native marketing strategies designed to do two things:
serve and susta:n your listener and get you into a plan that
embraces market segmentation and micro-marketing.

Conventional wisdom has long
held that television. billboards, di-
rect mail, and, most recently, tele-
marketing are the standards for
radio advertising and marketing.
Before we look at guerrilla market-
ing tactics, let’s examine the
research on each of these tradition-
al media and analyze their useful-
ness to radio in the '90s.

 Television — I've long been a
big proponent of TV advertising for
radio stations that can afford it. It’s
a great way to establish and main-
tain a marketwide image and extol
the radio station’s primary bene-
fits. But let’s face it: Despite some
significant TV success stories,
most stations that have spent sig-
nificantly on TV have seen very lit-
tle long- or short-term return.

I'm not blaming syndicators.
There are some excellent commer-
cials out there and some wonder-
fully talented people producing TV
spots for radio. But it’s becoming
harder and harder to break
through the clutter and create
something truly memorable using
TV

First, it's too expensive. The cost
of maintaining a 400-500 GRP
schedule is usually more than most
stations can manage. It’s often the
difference between black and red
ink on the balance sheet. This is
generally true because stations use
TV the wrong way. Stations that
have benefited from TV use it con-
sistently and adhere strictly to a
plan. You can’'t use TV three or
four weeks a year and expect a sig-

66/

Guerrilla marketing
focuses not on
conversions, but on
taking every step
you possibly can to
reinforce
perceptions that
exist for your radio
statiaon.

99
nificant benefit. You need a virtu-
ally institutional commitment to
the medium — and the dollars to
match. TV’s failure to work for ra-
dio owes more to insufficient time-
buys than to flawed campaigns.

« Billbeards, though long sought
by radio stations, aren’t vehicles of
conversion. Like TV spots, they're
vehicles of reinforcement. Boards
won’t send people to your frequen-
cy — they will reinforce decisions

66/

Being a guerrilla
marketer means
embracing every
opportunity to have
a one-on-one
experience with the
listener.

99,

listeners have already made. They
make your station visible, but hav-
ing three or four boards up in iso-
lated parts of the city — given that
the average driver only sees one
for seven seconds — is an expen-
sive proposition. Boards are a fine
tool if you can have enough, but
again, the issue is quantity.

« Direct mail’s object is to reach
people in their homes and make
them more involved with the sta-
tion. It usually involves a mailing
to 300,000-400,000 (or more) house-
holds. Direct mail has yielded both
success and horror stories. Like
billboards and TV, it’s also ex-
tremely expensive. And while di-
rect mail is becoming easier to tar-
get via zip code and cluster anal-
ysis, the junk mail barrier still ex-
ists.

The issue is simple. If direct mail
works, it’s because it raises poten-
tial diarykeepers’ thresholds of
awareness of the station. As with
TV, you can’t do direct mail just
once. Once you commit to it, it
must be done again and again, be-
cause impressions are fleeting and
need subsequent reinforcement.
The bottom line is that most sta-
tions aren’t financially prepared to
do four direct mail campaigns a
year. The stations that have com-
mitted to regular direct mail have
been successful, but it's a difficult
commitment to sustain, particular-
ly now.

* Telemarketing caught on about
three or four years ago with a bang
and became the method of choice
for a number of radio broad-
casters. In the midst of the great
American telemarketing boom, it
was fairly novel for a person to be
contacted at home by a radio sta-
tion, as opposed to a salesman
pitching aluminum siding. The ob-
ject of most telemarketing is con-
versions — converting listeners to
a station. They’re induced to sam-
ple the station, usually with a mon-
etary award.

Contacting offices seems to offer
the best results — particularly
when the person who controls the

By Rob Balon

office radio is reached and offered
a monetary inducement to switch
to the station in question. From
what I've seen, efforts on the home
front have been less fruitful.

I have a problem with the con-
cept of individual conversions. Ra-
dio listeners convert themselves.
They find what they like and they
punch it in or punch it out, depen-
ding on their whim or fancy. No
amount of solicitation, selling, or
prizes has any long-term value.
Second, people find stations when
their friends talk about them. Tele-
marketing companies attempting
to be that friend fall far from the
mark.

Telemarketing efforts that focus
on “educating” listeners instead of
selling to them may well be the fu-
ture. It’s very difficult to convert
people over the phone. Chances
are, they’ve already listened to the
station. While it may or may not be
on one of their buttons, they’ll
make up their own minds in their
own time. The notion that they’ll sit
and sample a station for the period
prescribed by the telemarketer is
dubious at best.

No Ax To Grind

I'm not bashing the above meth-
ods. Stations using them show and
will continue to show success
stories. But the methods are all ex-
tremely expensive, and profitabili-
ty is a significant issue in the *90s.

Let’s talk lean and mean for a
second. Let’s talk guerrilla mar-
keting. Being a guerrilla marketer
means embracing every opportuni-
ty to have a one-on-one experience
with the listener. It means seeking
out listeners where they live, in-
stead of making them come to you.
It means emphasizing ‘point-of-
purchase” marketing, going to
people where they actually con-
sume your product, reaching them

66/

Telemarketing
efforts that focus on
‘educating’ listeners
instead of selling to

them may well be
the future.

99

in their homes and cars, and going
out of your way to make your sta-
tion a more integral part of their
lives.

Guerrilla marketing means em-
bracing the unconventional and un-
expected. It means anticipating
your competitors will do the same.
It means establishing a conduit be-
tween your station and its audience
on whatever lifestyle level possi-
ble.

Database Optimization

Virtually every station now has
some form of database — a list of

WWW americanradiohistorv.com

true prime listeners.

to calt

ticipate in a ratings survey.

Database A-B-Cs

Here's how to build a database that really emphasizes

* Conduct station advisory boards. Or instead of a station advisory
board, openly soficit listener feedback and input. Provide a speclal number

s Use your interactive phone line. Encourage people to leave com-
ments and establish a framework within which those comments can be left.
¢ Create station “events.” Not sales events, but something you
generate on your own air in which listeners can specifically participate In
the marketplace and send in ballots to vote on something the station does.
¢ Encourage listeners to send cards and letters to the station to
become eligible for prizes, but stress that the main reason for this is to build
a better radio station. You'll get fewer contest junkies and more people who
have an active interest in the station and are likely to keep a diary or par-

66

We’re talking about
reaching listeners,
plain and simple,
and letting them
know they matter.
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names, numbers, and addresses of
listeners who’ve contacted the sta-
tion somehow or responded to
some contest or promotion. The
problem with most databases is
they’re not necessarily composed
of core listeners, but rather, of peo-
ple who have responded to one pro-
motion or another and may not
have any particular degree of loy-
alty.

It is key in guerrilla marketing to
build a database of exclusively
prime users. When you contact
them there’s no waste. You're vir-
tually guaranteed everybody you
talk to will have some familiarity
with the station — you don’t have to
waste your time on some lengthy
sales pitch, and you can concen-
trate on their opinions about the
station or focusing on benefits the
station provides.

Tele-Education

The real challenge for stations
building a database is what to tell
people when you contact them.
Based on our experience thus far,
there’s very little point in trying to
“sell” them anything. Once you’ve
got them on the phone, tell them
how much you appreciate their lis-
tening. Ask their opinions. Ask if
they’d listen “tomorrow night” at a
specific time for some new music
you’re playing, and tell them you'll
call them back for their opinions.
That makes them special and cre-
ates a bond. No sales pitches here
— the marketing is implicit, not ex-
plicit.

The key to guerrilla marketing is
that it focuses not on conversions,
but on taking every step you possi-
bly can to reinforce perceptions
that exist for your radio station. If
you can get this process up and
running, the benefit will be imme-
diately apparent in your average
persons and TSL figures.

One of the more intriguing as-
pects of guerrilla marketing is its

relatively low cost, compared to
more traditional media. Because
it’s much more targeted, if your
database is 20,000 prime users, you
don’t have to make 500,000 calls to
reach them. These niche market-
ing techniques also afford an ex-
cellent opportunity to convert
phantom cumers into reporting
prime listeners.

Not A Smear

Make no mistake — guerrilla
marketing doesn’t refer to “smear
campaigns’’ often used by one sta-
tion against another. These are ul-
timately counterproductive, in-
credibly silly, and do little for the
market in the long run. They’re of-
ten downright demeaning for ra-
dio.

We're talking about reaching lis-
teners, plain and simple, and let-
ting them know they matter. Gue-
rrilla techniques can coexist peace-
fully with more conventional, mass
market strategies — even augment
them. But even mass marketing
must ultimately focus on the basic
unit of a station’s audience — the
individual. From all we can see,
that’s where things are headed.

Rob Balon is CEO of the |
Benchmark Company |
{512-327-7010), a national
market media research firm
that provides perceptual,
music, and marketing re-
| search to a worldwide list of
radio clients. He contributes
to this section on a regular
basis.
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Midnight Oil Burning Through Live Tapes

olumbia recording artists Midnight Oil are pulling
together material for a live LP, due to hit music
stores in early ’92. The collection — expected to be
more than just a greatest-hits package — is being gleaned
from tapes recorded throughout the group’s entire perfor-

ming career.

Fired with enthusiasm from the
live project, the Oils also are plann-
ing to release a new studio LP next
year, possibly as early as October.

Yoakam To PPV

Dwight Yoakam is scheduled to
appear on the weekly pay-per-view
concert series ‘“Thursday Night
Concerts” December 26. Yoakam’s
two-hour set airs live at 10pm
(EST), then repeats on the first two
Thursdays in January.

Sting Book/CD Set

Sting is set to release an il-
lustrated lyrics book/CD package
recorded at his April 20 homecom-
ing gig in Newcastle this week.
Rock Over London reports that on-
ly 3000 copies of the CD-plus-book
of 25 lyrics illustrated by Roberto
Gligorov will be available. “Sting:
The Illustrated Lyrics” (IRS
Books) is available separately as
well (see R&R 11/1).

Recorded and mixed by Hugh
Padgham, the five-song EP fea-
tures Sting and company (David
Sancious, Dominic Miller, and Vin-
nie Colaiuta) perfaming live ren-
ditions of “Mad About You,” “Is-
land Of Souls,” ‘“The Wild Wild
Sea,” “The Soul Cages,” and Bill
Withers’s classic “Ain’t No Sun-
shine.”

American Music

¢ Look for LaFace/Arista to re-
lease cassette-only versions of Jer-
maine Jackson's Michael-bashing
single, “Word To The Badd!!,” to
retail stores Monday (11/25). The
release will also contain highlights
from Jermaine Jackson’s ‘“You
Said” LP.

¢ SBK has signed an agreement
with UK-based indie label Creation
Records, giving SBK an album-by-
album, first-refusal option on all
new Creation releases in the U.S.
Slowdive are the first artists signed
to SBK under the agreement. The
Jesus & Mary Chain, House Of
Love, Ride, My Bloody Valentine,
and Primal Seream — all of whom
currently have domestic deals —
are unaffected by the new arrange-
ment.

¢ Def American recording artists
the Black Crowes have replaced
guitarist Jeff Cease with former
Burning Tree riffslinger Mare
Ford. Meanwhile, ex-Blondie
drummer Clem Burke has joined
Chameleon/Elektra rockers Dra-
marama.

¢ NARAS will honor Capitol’s
Bonnie Raitt as MusiCares 1992
Person of the Year during cere-
monies in NYC February 22.

¢ Elvis Presley’s beloved Grace-
land mansion has been named to
the National Register of Historic
Places. It’s the first rock music-
related structure to be so honored.

Simply Blue
Mick Hucknall sings an a cap-
pella rendition of bluesmeister
Robert Johnson’s “Ramblin’ On
My Mind"” on the 12-inch version of
Simply Red’s new UK single,
“Stars” (ROL).

Mario Bros. Inspire
All-Star LP

MCA has set a December 3 re-
lease date for its “White Knuckle
Scorin’” LP, a multiartist compil-
ation inspired by the characters
featured in Nintendo’s ‘‘Super
Mario Bros.” video game series.
Spearheading the disc is the just-
released Roy Orbison single “I
Drove All Night,” produced by Jeff
Lynne and written by Billy Stein-
berg and Tom Kelly of ‘“Like A
Virgin” fame.

Proceeds from the platter —
which also features tracks by
CS&N, Dire Straits, Sheena
Easton, Britny Fox, Jellyfish, Trix-
ter, Flesh For Lulu, Alias, and
Bombshell — will be donated to
various literacy programs by way
of a charity foundation established
in the name of late music agent
Bobby Brooks, who died in the
same helicopter crash as Stevie
Ray Vaughan.

Pause 'N’ Effect

All but the first-run pressings of
Nirvana’s “Nevermind” CD fea-
ture a curious 16-minute delay just
prior to an unlisted bonus track
(“Endless, Nameless’), according
to the Santa Monica, CA-based In-
ternational CD Exchange. Why the
pause?

Geffen VP/Mktg. Robert Smith
told the newsletter it was the
band’s idea, a sort of unexpected
treat for listeners who played the
CD and thought — prematurely —
it was over. Look for a similar
stunt to show up in the band’s forth-
coming video release.

‘Two Rooms’ Comes To TV

he Beach Boys, Eric Clap-
Tton, Phil Collins, Sinead

O’Connor, Sting, Tina
Turner, and the Who are slated to
perform on a December 21 ABC-
TV “Two Rooms” special from the
producers of “ABC's In Concert
'91."

The hourlong prime-time telecast
(9pm EST/PST), which also fea-
tures rare concert footage of Elton
John, is part of a multimedia John/
Bernie Taupin tribute that includes
the recently released Polydor/PLG
album and PolyGram Video home
video documentary of the same
name.

SCREEN SCENE

The rapper is providing the voice
of Pee Wee, a precocious 6-month-
old infant, in Paramount's forth-
coming feature “Bebe’s Kids."” The
film is based on the infamous little
darlings created by late comic Rob-
in Harris and is being co-produced
by brothers Warrington and Regin-
ald Hudlin (of “House Party”
fame)

Meanwhile, a cartoon iguana will
provide lip service for Loc’s dulcet
tones in 20th Century Fox's “Fern
Gully: The Last Rainforest.” The
environmentally sound movie co-
stars Robin Williams, Christian
Slater, and Tim Curry

Loc began working on the ani-
mated features after wrapping pro-
duction on Orion’s forthcoming
David Johansen star vehicle, “Car

Ay, g

JACK OF TRADES — Rapper/act-
or/voiceover artist Tone-Loc show-
cases his role-ing capers.

54, Where Are You?' — a big-
screen adaptation of the classic TV

Tone-Loc ’Toons Up For Stardom

elicious Vinyi recording artist Tone-Loc is currently
involved in two animated movie projects.

show. Loc stretches his acting in-
strument to play a handsome cab-
bie in that one.

Rapper’s Delight

Gangsta rappers Ice Cube and
ice-T continue their forays into ac-
ting by co-starring in the same film,
Universal's “The Looters.” Walter
Hill (“48 Hrs.," “Southern Com-
fort,” and “The Warriors") is direct-
ing the action picture, currently
shooting in Memphis and Atlanta.

Dylan’s Rich Biography

Bob Dylan has purchased the
movie rights to Mel Torme’s Buddy
Rich biography, “Traps The Drum
Wonder: The Life Of Buddy Rich.”
Dylan, who calls the late drummer
“the essence of rhythm” and "“a
‘Raging Bull' character,” is not likely
to appear in the film. He'll serve as
executive producer instead.

wWww americanradiohistorv. com

TWO FOR THE SHOW — Bernie
Taupin and Eiton John.

MUSIC DATEBOOK

MONDAY, DECEMBER 2

1979/Backed by an orchestra, Stevie
Wonder performs The Secret Life
0f Pants” at NYC's Metropolitan
Opera House.

1986 / While performing “Missionary Man,
the Eurythmics’ Annie Lennox
rips off her bra in front of 10,000 Bir-
mingham, England concertgoers.

Born: Rick Savage (Def Leppard) 1960

'§ TUESDAY, DECEMBER 3

1968/ Elvis Presley's Singer-sponsored
‘comeback” NBC-TV special airs.

1971/ The Montreaux Casino catches fire,
inspiring Deep Purple to write
“Smoke On The Water.”

1976/ A 40-foot inflatable pig being photo-
graphed for Pink Floyd's “Animals”
LP cover breaks loose and floats over
London.

1979/Eleven Who fans are trampled to
death in the rush to get in the door at
a “estival seating” concert in Cin-
cinnati.

1990/ Madonna guests on ABC-TV's
“Nightline," defends her "Justity My
Love' video, and claims she's a good
role model because she's in charge
of her career

Born- Ozzy Osbourne 1946

WEDNESDAY, DECEMBER 4

1956/ Elvis Presley, Jerry Lee Lewis,

Carl Perkins, and Johnny Cash
later dubbed the “Million Dolfar

Quartet' — pose for a photo while
jamming in the Sun recording Stu-
dios. However, Cash leaves before
the tape starts rolling.
Led Zeppelin break up after decid-
ing their late drummer, John Bon-
ham, is irreplaceable.
Roy Orbison gives his last concert
in Akron, OH. He dies of heart failure
two days later.
Chris Hillman (Byrds/Desert
Rose Band) 1944, the late Dennis
Wilson (Beach Boys) 1944,
Southside Johnny 1948

THURSDAY, DECEMBER 5

1968/ The Rolling Stones release “Beg-
gar's Banquet.”

Born: Little Richard 1935, Jimmy Mes-
sina 1947, Jack Russell (Great
White) 1960

FRIDAY, DECEMBER 6

1877/ Thomas Edison makes the first re-
cording, “Mary Had A Little Lamb."
It comes in under budget.

1969/ During a Rolling Stones concert at
Altamont Speedway near San Fran-
cisco, four fans are killed — includ-
ing one stabbed by a Hell's Angel
who'd been hired to provide security.

Born: Peter Buck (R.E.M.) 1956

SATURDAY, DECEMBER 7

1964 /Brian Wilson suffers a nervous
breakdown on an L A -Houston plane
flight and quits touring with the
Beach Boys.

1967/ The Beatles open the ili-fated Apple
boutique.

1990/ Atan LA concert, Stevie Nicks and
Christine McVie perform  with
Fleetwood Mac for the fast time.
Lindsey Buckingham sits in for a
few tunes, 100.

Born: Tom Waits 1949

only the lonely

Roy Orbison

SUNDAY, DECEMBER 8

1967/ The Beach Boys release their first
single, “Surfin’

1968/ Graham Nash quits the Hollies
and announces the formation of
Crosby, Stills & Nash.

1980/ John Lennon is murdered by Mark
David Chapman outside the ex-
Beatle's New York apartment.

Born: The fate Jim Morrison 1942
Gregg Allman 1947, Phil Collen
(Def Leppard) 1957, Sinead
0°Connor 1966

— Paul Coibert
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ALTERNATIVE PROGRAMMING
Mickey Briggs

(800) 231-2818

Super AC

STACY EARL Love Me All Up

MOTLEY CRUE/Home Sweet Home
SHANICE/ Love Your Smile
U2/Mysterious Ways

Urban Contemporary

DIGITAL UNDERGROUND/Kiss You Back
PRINCE & THE NEW.../Insatiable
VESTA/Do Ya

JODY WATLEY/ want You

BONNEVILLE
Ford Colley
(800) 631-1600
AC Mix

MARIAH CAREY/Can't Let Go

KENNY LOGGINS/Conviction Of The Heart
Soft AC

CELINE DION & PEABO BRYSON/Beauty And
LINDA RONSTADT/Dreams To Dream

AC Rock

BOB SEGER &.../The Fire Inside

38 SPECIAL/Signs Of Love

BROADCAST PROGRAMMING

Tom Casey

(800) 426-9082

Modern Country/Country Lovin’
PAULETTE CARLSON/I'l Start With You

VERN GOSDIN/A Month Of Sundays

PAUL OVERSTREET/If | Could Boltle This Up
RICKY VAN SHELTON/After The Lights Go Out
TRAVIS TRITT I/MARTY STUART/The Whisky Ain't

Super Country

PAULETTE CARLSON/!'ll Start With You

CHARLIE DANIELS BAND/Little Folks

RONNIE MILSAP/Tumn That Radio On

RICKY VAN SHELTON/After The Lights Go Out
TRAVIS TRITT {/MARTY STUART/The Whisky Ain't.

CONCEPT PRODUCTIONS

Craig Vreeken

(800) 783-3454

Concept 1 A/C

NEIL DIAMOND/Don't Turn Around
AARON NEVILLE/Somewhere, Somebody
LINDA RONSTADT/Dreams To Dream
ROXETTE Spending My Time
TRIPLETS/Light A Candle

Concept 2 CHR

MICHAEL JACKSON/Biack Or White
AARON NEVILLE/Somewhere, Somebody
ROXETTE/Spending My Time

Concept 4 Country

CHARLIE DANIELS BAND/Litlle Folks

VERN GOSDIN/A Month Of Sundays

RONNIE MILSAP/Turn That Radio On

KENNY ROGERS/!t You Wani To Find Love
RICKY VAN SHELTON/After The Lights Go Out

SMN

Robert Hall

(800) 527-4892

The Heat (CHR)

C&C MUSIC FACTORY/Just A Touch Of Love
MARIAH CAREY/Can't Let Go

GLORIA ESTEFAN/Live For Loving You

MARKY MARK & THE FUNKY BUNCH/Wildside
TOM PETTY &...Anto The Great Wide Open

StarStation (AC)
MARIAH CAREY/Can't Let Go
BOB SEGER &.../The Fire Inside

Classic Rock
AEROSMITH/Heiter Skelter
JERRY GARCIA BAND/Waiting For A Miracle

SUPERADIO

Dan Forth

(212) 302-1100

City-FM

LITA FORD/Shot Of Poison

EDOIE MONEY/She Takes My Breath Away
BONNIE RAITY/Siow Ride

SEAL/The Beginning

U2/Mysterious Ways

STEVIE RAY VAUGHAN/The Sky Is Crying

UNISTAR

Chris Kampmeier
(213) 460-6383
Adult Rock & Roll

RUSH/Roll The Bones
STEVIE RAY VAUGHAN/The Sky Is Crying

3. T —2
55. 1 million households
Patti Galluzzi
Director/Music Programming

Weeks On

[HEAVY ]

BOYZ Il MENAt's So Hard To Say... (Molown)
GENESISNo Son Of Mine (Atlantic)

GUNS N’ ROSES/Don't Cry (Geffen) .
HAMMER/Addams Groove {Capitol)
MICHAEL JACKSOM Black Or White (Epic)
MARKY MARK &...Wildside (Interscope)
DZZY DSBOURNE No More Tears (Epic) I
U2Mysterious Ways (IslandPLG) AD,
VAN HALEN/Top Of The World (WB)

| EXCLUSIVES <

NS loNnwaan

AEROSMITH/Sweet Emotion (Cotumbia) ADD
METALLICA/The Unforgiven (Elekira) 2
MOTLEY CRUE Home Swee! Home (Eiektra) 2
| BUZZ BIN |

JULIAN LENNON/Saitwater (Atiantic) 7
NIRVANA/Smells Like Teen Spirt (DGC) .. . 9
PM DAWN/Set Adrift . (Gee Street/Asland PLG) .10
PRIMAL SCREAM Movin’ On Up (Sire/WB) 2

LACTIVE ]

C&C MUSIC FACTORY /Just A Touch... {Cotumbia) ADD

DIRE STRAITS Heavy Fuel (WB) 4
EXTREME Get The Funk Out (A&M) O]
FIREHOUSE /Al She Wrote (Epic) 5
INXS/Shining Star (Atlantic) .4
NAUGHTY BY NATURE/O.PP. {Tommy Boy) 14
NIA PEEPLES /Street Of Dreams (Charisma) 6
POISON/So Tell Me Why (Capitol) . ADD
SHABBA RANKS f/MAX) PRIEST Housecall (Epic) 9
R.E.M.Radio Song (WB} .9
ROXETTE /Spending My Time (EMI) 5
RUSH Rol The Bones (Atlantic) 4
RICHIE SAMBORA /Stranger In This . (Mercury) ADD
TONE-LDC/AN... (Delicious VinylAstand/PLG) 3
CHRIS WHITLEY Big Sky Country (Columbia) 5

LON ]

BLUR/There's No Other Way (Food/SBK) 2
FOUR HORSEMEN Rockin' . (Def American Reprise) ADD
MR. BIG/To Be With You (Atlantic) . .ADD
PEARL JAM/Alive (Epic} 2

BONNIE RAITT/ Can't Make You Love. (Capitol) ADD
SOUTHSIDE JOHNNY &...1'sBeen A. (Impact) &
VOICE OF THE BEEHIVEMonsters... (LondonPLG)  §
IZ YOP Burger Man {WB) ADD

| STRESS ]

PAULA ABOULBIowing Kisses. . {CaptiveAirgin) 4
BABY ANIMALS Painiess (imago) 5
CHER/Save Up All Your Tears (Getfen) 6
COLOR ME BADO/AIl 4 Love (Giant/Reprise) 5
LITA FORD/Shot Of Poison (RCA) 6
RICHARO MARX Xeep Coming Back (Capitol) 6
JOHN MELLENCAMP Get A Leg Up (Mercury). . 10
G. MICHAEL£. JOHN/Don Let The _ (Columbia) ADD
NEO'S ATOMIC DUSTBIN Grey Ceti (Coiumbia). = 6
TOM PETTY & THE...nto The Great . (MCA) .. 13
PRINCE & THE NEW._./Cream (Parsiey ParkWB) 10
QUEENSRYCHE /Ancther Rainy Night (EMI) .8
RED HOT CHILI PEPPERS Give It Away (WB) . 70
SALT-N-PEPA/Let's Talk About Sex (Next Plateau) . 1.3

SCORPIONS /Send Me An Angel (Mercury) .. ... 6
SKID ROW Wasted Time (Atlantic) 6
ROO STEWART Broken Arfow (WB) 7

[HOT NEW VIDEOS

L

MICHAEL JACKSONBlack Or White (Epic) 2
MOTLEY CRUE Home Sweet Home (E leidra) . 2
METALLICA/The Unforgiven (Elekira) .2
U2Mysterious Ways (Island PLG) ADD
AEROSMITH /Sweet Emation (Cohumbia) ADD

U2 Mysterious Ways (Isiand/PLG)

AEROSMITH/Sweet Emotion (Columbia)

G. MICHAELE. JOHN/Don't Let The Sun... (Columbia)
POISON/So Tell Me Why (Capitof)

C&C MUSIC FACTORY /Just A Touch Of.. (Columbia)
RICHIE SAMBORA/Stranger In This Town (Mercury)
BONNIE RAITT/ Can't Make You Love Me (Capitol)
22 YOPMBurger Man (WB)

FOUR HORSEMENRockin' Is... (Def American/Reprise)
MR. BIG/To Be With You (Attartic)

VHi

VOROw1S O
41.8 million households
Sal LoCurto, Director/Music Programming
Norman Schoenfeld, Director/Talent
& Artist Relations

|FIVESTAR ]
ENYA Caribbean Blue (Reprise) . ADD

GREATESTHITS

PAULA ABDULBlowing Kisses  (Captive Virgin)
GLORIA ESTEFAN/Live For Loving You (Epic) 12
AMY GRANT/That's What Love Is For (A&M)
MICHAEL JACKSOM /Biack Or White (Epic)
RICHARD MARX Xeep Coming Back (Capitol)
JOHN MELLENCAMP Get A Leg Up (Mercury)
ROD STEWARTBroken Ariow (WB)

CURTIS STIGERS/ Wonder Why (Arista)
TEMPTATIONS My Girl (Epic)

[HEAVY |

CELINE DION & PEABO BRYSONBeauty . (Epic) 3
R. FLACK w/M. PRIEST /Set The Night . (Atlantic) 7
GENESISNo Son Of Mine (Atlantic) ADD
RICKIE LEE JONESUp From The Skees (Geflen) . ADD
PRINCE & THE NEW.../Cream (Paisley Park/WB) .
BONNIE RAITTA Can Make You Love Me (Capitol)
SMOKEY ROBINSON Double Good... (SBK)

BOB SEGER & THE.._/The Fire Inside (Capitol)
LISA STANSFIELD/Change (Ansta)

JAMES TAYLOR Coppertine {Columbia)

WHAT'S NEW

BEACH BOYS:Crocodite Rock {Polydor PLG)
CHER/Save Up All Your Tears (Geffen)

D. FAGEN w/M. McDONALD Prezet . (Gant'wB) ADD
BETTE MIDLEREvery Road Leads Back.. (Atlantic) 3
ROXETTE Spending My Time (EMI) 3
SOUTHSIDE JOHNNY &...1'sBeenA (impact) 4
V. WILLIAMS The Comfort. (WingMercury)  ADD

-

-
SN Nwu

b NN D W

ion current as of November 19

—THE

i)t
[

11.7 milkion househokds

Les Garfand, VP/Programming
Mike Cooper, consuftant

IECYELY]

W Tw

1 2 LIVE CREW.Pop That Coochee (Luke/Atiantic)
2 GETO BOYSMind Playing Trcks  (Rap-A-Lot)
3 HAMMER? Legit 2 Quil (Captol)

4 JODECIForever My Lady (Uplown/MCA)

5 DOGSMDoggamx (Joey Boy)

6 A LIGHTER SHADE...[On A Sunday  (Quality)
7 DOGSMork it Out (Joey Boy)

8 TODD 1 w/OR. DRE...Down Wit (Tommy Boy)
9 DIGITAL UNDERGROUNDXiss  (Tommy Boy)
9 10 CHUBB ROCHK/Just The Two Of Us (Select)

e ow

2]

-~

Must requested for the week ending November 15,

CONCERT PULSE
3 Avg. Gross

Pos. Artist {in 000s)
1ROD STEWART $566.3
2 JANE'S ADDICTION/

“LOLLAPALOOZA” $481.6
3 VAN HALEN $4257
4 DON HENLEY $349.9

5 GLORIA ESTEFAN & THE
MIAMI SOUND MACHINE $301.9

8 PAUL SIMON $287.5
7 STING $261.6
8ZZTOP $232.9
8 DIANA ROSS $206.1
10 TOM PETTY & THE
HEARTBREAKERS $186.0
11 MICHAEL BOLTON $1859
12 BEACHBOYS $179.6
13 BONNIE RANTT $1795
14 JUDDS $1716
15 GEORGE STRAIT $167.0
New Tours

Among this week's new tours:

JAMES BROWN MARKY MARK & THE
PEABO BRYSON FUNKY BUNCH
DE LA SOUL OAK RIDGE BOYS
GANG OF FOUR RICKY VAN SHELTON

The CONCERT PULSE is a weekly compu-
terized report ranking each artist by their
average box office gross reported per
venue. Courtesy of Polistar, a pubdication
of Promoters’ On-Line Listings, (800) 344-
7383, or in Cakfornia (209) 224-2631.

€ ITNN

THE NASHVILLE NETWORK »
53.9 million households
Larry Pareigis, MD
Lyndon LaFevers,
Video Prograrn Administrator

| HEAVY

BROOKS & OUNN/My Next Broken Hean (Arista) 8
MARK COLLIE/She's Never Comin' Back (MCA) 7
DAVIS DANIEL/For Crying Out Loud (Mercury) 17
VINCE GILL/Look At Us (MCA)
SAMMY KERSHAW/ Cadillac Style (Mercury) 12
HAL KETCHUM/} Know Where Love Lives (Curb) 9
LITTLE TEXAS/Some Guys Have All The Love (WB) 72
PATTY LOVELESS/Hurt Me Bad (In A. ) {MCA) 16
REBA McENTIRE/For My Broken Heart (MCA)} 9
DOLLY PARTON/Eagle When She Flies (Col.) 10
ROY ROGERS & CLINT BLACK:Hold On.. (RCA) . 6
STEVE WARINER;Leave Hm Out Of This (Anista) 7
K. WHITLEY/E.T. CONLEY/Brotherly Love (RCA) . 13
TRISHA YEARWDOD/Like We Never Had. . (MCA) . 13

L ADDS ]

PATSY CLINE/Crazy (MCA)

COLLIN RAYE/Love. Me (Epc)

DOUG STONE/A Jukebox With A Country Song (Epic)
PAM TILLIS/Maybe !t Was Memphis (Arista)

©

current as of November 18

CM T

COUNTRY MUSIC TELEVISION

14.2 milfion households
8ob Baker, Director/Operations
Ric Trask, Program Manager

1 STEVE WARINER/Leave Him Qut Of This {Arista)
2 HAL KETCHUM/ Know Where Love Lives (Curb)
3 SAMMY KERSHAW/Cadillac Style (Mercury)

4 TRAVIS TRITT/Anymore (WB)

5 MARK COLLIE/She's Never Comin' Back (MCA)
6 DIAMONO RI0/Mama Don't Forget. (Arista)

7 PIRATES OF.../Fighting For You (Capitol)

8 REBA McENTIRE/For My Broken Heart (MCA)

9 LITTLE TEXAS/Some Guys Have All. (WB)

10 R. ROGERS & C. BLACK/MHold On Partner (RCA)

| HEAVY

JOHN ANDERSON;Straight Tequila Night (BNA) . 7
MATRACA BERGIt's Easy (RCA) BREAKOUT/8
JAMES BLUNOELL/Time On His Hands (Capitol) . 73
BROOKS & DUNN/My Next Broken Heart (Arrsta) . 70
MARTY BROWN/Wildest Dreams (MCA) 3
PAULETTE CARLSON,!'ll Start With You (Capilol) = 3
DAVIS DANIEL/For Crying Out Loud (Mercury) 18

Weeks On

CHARLIE DANIELS/Little Folks (Epic) 10
JOHN DENVER Potter's Wheel (Windstar) 5
HOLLY OUNN/No One Takes The Tram .. (WB) 12
VINCE GILL/Look At Us (MCA) 12

J. D. GILMORE/My Mind's . (Efektra/Nonesuch) ADD
VERN GOSDIN/A Month Ot Sundays (Columbia) ADD

ALAN JACKSON/Someday (Arista) 14
JJ WHITE/Heartbreak Train (Curb) 9
GEORGE JDONES/She Loved A Lot In Her Time (MCA) 3
JIM LAUDE RDALE/Maybe (WB) 9
CHRIS LeDOUX/Workin' Man's Dollar (Capitol) 7
EDDIE LONDON/Uninvited Memory (RCA) 6

PATTY LOVELESS/Hurt Me Bad (In A..) (MCA) 17
KATHY MATTEA/Asking Us To Oance (Mercury) .. 77

NEAL McCOY/This Time f Hurt... (Atlantic) 17
JOHN McEUEN/Return To Dismal Swamp (Windstar) 3
MARK 0°CONNOR/Bowtie (WB) 11
PAUL OVERSTREET/Billy Can't Read (RCA) 3
DOLLY PARTON/Eagle When She Flies (Col) . 77
PRAIRIE OYSTER/One Precious Love (RCA) .3
COLLIN RAYE/Love, Me {Epic) ?2?
MIKE REID/'l! Stop Loving... (Columbia) . PICK/ADD
REMINGTONS/A Long Time Ago (BNA) ....8
TtM RYAN/) Will Love You Anyway (Epic) ... ..ADD
S. BROWN/Tre Ditt. (Cub/Cap) . . BREAKOUT/4
DAWN SEARS/Good Goodbye (W8) 11
B0B SEGER/The Real Love (Capitol) = . . 5

DOUG STOME/A Jukebox With A Country Song (Epic) . 2
SWEETHEARTS OF.../Devil... (Col) . BREAKOUT/8
TEXAS TORNADOS/Is Anybody Goin' To . . . {WB) . 10
PAM TILLIS/Maybe It Was Memphis (Arista). . ... . 2
KAREN TOBIN/Caroiina Smokey Moon (Atlantic) . 70
7. TRITT & M. STUARY/The Whiskey Ain't . . . (WB}. 3
K. WHITLEY & E.T. CONLEY/Brotherly Love (RCA) 16
TOM WOPATY/Back To The Well (Epic) L....8
TRISHA YEARWOOD/Like We Never Had.. (MCA) 16

Breakout Videos and Picks (Pick Hits of the Week) receive
an extra play above heavy rotalion per day. All Top 10
videos aiso receive heavy folation.

Information corrent as of November 22

BRITAIN

w Tw

— 1 MICHAEL JACKSON/
Black Or White

1 2 VIC REEVES & WONDER
STUFF/Dizzy
3 3 K-KLASS/Rhythm Is A Mystery
— 4 BASSHEADS/Is There Anybody
Out There?
5 5 K. MINOGUE &
K. WASHINGTON/f You
Were With Me Now
2 6 2 UNLIMITED/Get Ready
For This
— 7 SEAL/Killer ... On The Loose
— 8 ALTERN 8/Activ 8 (Come With
Me)
9 9 JUSTIFIED ANCIENTS
OF MU MU/it's Grim Up North
6 10 GENESIS/No Son Of Mine
Moving Up
MICHAEL BOLTON/When A Man Loves
A Woman
CROWDED HOUSE/Fall At Your Feet
BIZARRE INC./Playing With Knives
ROZALLA/Faith (In The Power Of Love)
$L2/DJ's Take Control
EXTREME/Hole Hearted
GLASS TIGER fRO0 STEWART My Town
BELINOA CARLISLE/Do You Feel Like
| Feel?
SONIA/You To Me Are Everything
M-PEOPLE/How Can | Love You More?

The Network Chart, courtesy MRIB

AUSTRALIA

W Tw
1 1 J. BARNES &
J. FARNHAM/When
Something Is Wrong
With My Baby
2 2 JENNY MORRIS/Break In The
Weather
INXS/Shining Star
JIMMY BARNES/ Gotcha
MAYBE DOLLSNervous Kid
HUNTERS & COLLECTORS/
Where Do You Go
9 7 DEBORAH CONWAYUnder My
Skin
5 8 NOISEWORKSR.IP. (Millie)
— 9 GHOSTWRITERS/Someone’s
Singing ‘New York New York’
8 10 MELISSA/Sexy {Is The Word)

Most Added

JAMES REYNE/Some People
ROCKMELONS/Ain't No Sunshine

Top 10 Australian records from playlists of 3
Triple M-FM/Melbourne, FOX-FM/Melbourne,
96 FM/Perth, SA-FM/Adelaide, 2-DAY/Syd-
ney, 2 Triple M-FM/Sydney, MMM-FM/Bris-
bane, B105/Brisbane, FM-104.7/Canberra,
and 2 KiX 106/Canberra.

o~ AW
o v AW

CANADA

W W

1 1 TOM COCHRANE/Life Is
A Highway

2 2 BRYAN ADAMS/Cant Stop
This Thing We Started

3 3 ROBBIE ROBERTSON/What
About Now

7 4 ALANIS/Walkaway

6 5 DEBBIE JOHNSON/'Il Respect
You

5 6 INFIDELS/100 Watt Bulb

8 7 0DDS/Love Is The Subject

10 8 GRAPES OF WRATH/You May
Be Right

9 9 WEST END GIRLS/Say You'll
Be Mine

4 10 GLASS TIGER/My Town

Most Added

HAREM SCAREM;/Love Reaction
CHRISSY STEELE/Love Don't Last Forever
WORLD ON EDGE/Litle Lack Of Love

Top 10 Canadian CHR hits courtesy
The Record (416) 533-9417.
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JOEL DENVER

Winning On A Leaner Dollar Diet

A recent CNN Headline News item stated that 80% of
America’s economic analysts believe the recession is
over. Unfortunately, stations are still going dark, and
staffs and expenditures are being trimmed just to make

ends meet.

Belt-Tightening

Barry Richards and his BREM
Broadcasting partners discovered
just how bad the economy is when
they purchased News/Talk-CHR
combo WCOA & WJLQ (Super
Q100.7)/Pensacola, well-equipped
but highly overstaffed stations.
“The equipment is worthy of a ma-
jor market facilitr, but the duplica-
tion of duties was amazing,” ex-
plained Richards. ‘“There were 64
fulltime employees — we're now
down to 26 for both stations. They
were losing $50,000 a month on av-
erage and now are just breaking
even.

“TI hope this lack of profit doesn’t
mean cutting back more in 1992. I
don’t know where we’d cut. I'm not
only VP/Programming & MD, but
do afternoons and handle promo-
tions. My wife Debra is handling
OM duties, GM Gary Michiels is
doing local and national sales, and
the jocks drive the vans them-
selves for appearances. We're do-
ing everything as first-class as pos-
sible for as little as possible.”

Richards believes attitude and
willingness to learn will be key fac-
tors in finding — &nd keeping — in-
creasingly rare radio jobs in 1992.
“Not only do we. as an industry,
need to hire pegple who can do
more than one thing, but we need to
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Not only do we, as
an industry, need to
hire people who can

do more than one

thing, but we need

to teach people to
do [new] things.
—Barry Richards
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teach people to do [new] things. A
good jock should know how to cut a
decent spot, run a computer, or put
together a promotion. The more
you can do, the more valuable you
are.”

It helps that Richards’s stations
make a powerful advertising com-
bination. “WJLQ’s got a lock on
younger demos up to 34 and WCOA
controls 35-54. So we have the No. 1
combo buy in the market. That’s a
major factor for long-term suc-
cess. But fighting against two other
CHRs [WABB/Maebile and WWSF/
Ft. Walton, FL] makes it really
tough. I don't expect to see really
good financial progress until the
economy turns around.

Barry Richards

nancial progress until the economy
turns around.

“The people really make the dif-
ference. It’s a team of profession-
als who are willing to give of them-

ISSUES & IDEAS

selves to keep the stations strong.
It’'s a staff willing to do free ap-
pearances for the stations’ general
welfare.”

Efficient Spending

Things aren’t always sunny in
the Sunshine State, according to
WRBQ (Q105)/Tampa PD Jay
Taylor. “The local perception is
that the economy isn’t very good,
no matter what President Bush’s
administration tells us. Florida is
still dragging behind the rest of the
country, which is supposedly get-
ting better.

“While local radio sales are off
about 15%, I'm proud to say our
budgets haven’t been cut. But I'm
going to trim back a bit for 1992.
Just about everyone I know in ra-
dio is going to go through this be-
cause in 1992 dollars must be spent
efficiently.”

Taylor discussed the sacred
areas that won'’t be touched by cut-
backs — personalities and promo-
tion/marketing. “If you don’t have
good people on the air and the
means to promote on-air product,

CONTEMPORARY HIT RADIO

B94 GETS A LEG UP — John Mellencamp (second from left) displays his
best morning smile after singing a few songs at WBZZ (B94)/Pittsburgh.
Getting a boost from the singer are (I-r) B94 morning team members Ba-
nana Don, Jim Quinn, and Bubba The Goatboy.

Jay Taylor

Freeing The Slave Quarter-Hour

or quite a while CHR stations have been loading
commercials in blocks — particularly in the last
quarter-hour — to achieve long music sweeps.
Kansas City-based Tracy Thomas PR & Advertising
President and Finderbinder Media Guide publisher Tracy
Thomas is fed up with this practice. Here she tackles

KBEQ (Q104) /Kansas City.

Dear R&R:

KBEQ is experimenting with
cramming more commercials to-
gether than any other station in
town. This will permit it to indulge
listeners with 45 minutes an hour of
‘“‘uninterrupted’’ music. Apparent-
ly, this station thinks advertisers
will sit still for this nonsense in the
name of building more TSL.

The only problem is that adver-
tisers will never be able to buy
spots when those listeners are lis-
tening. They're at the back of the
bus, when no one but an advertis-
ing junkie would listen. From :45
past the hour to the top of the hour,
(from llam on each day), Q104 has
begun to play two station promos
(15-60 seconds long) surrounding
five commercials in a row. Then
one song, and another stopset of
five more commercials in a row,
sandwiched between two more sta-
tion promos.

Even as scintillating as my own
ad agency’s commercials are, 1
doubt more than a handful of lis-
teners are left after 10 commer-

Tracy Thomas

cials, four promos, and one song.
Advertisers should insist on
quarter-hour breakouts, and pay
only for the audience that listens
the last 15 minutes — in KBEQ's
commercial ghetto. Why base buys
on overall ratings (they include the
45 minutes each hour that’s com-
mercial-free). Remember, you can
only buy into the 15-minute pro-
gramming block with a commer-
cial load of 75%.

Www.americanradiohistorv.com

Maybe we should tag our spots —
“and now back to the station that
plays one song in a row!”” Or buy
advertising on stations with more
breaks and fewer spots per stopset.
They treat advertisers like field
hands who support their little plan-
tation. We're ordered to live at the
“back of the house,” in what I've
come to call the “Slave Quarter-
Hour,” from :45 to :00.

Five commercials in a row plus
station promos in the prime end po-
sitions is a precedent that’s not
likely to bring more customers into
your business. I've just canceled a
schedule of advertising on KBEQ
because of this. A way around this
problem would be at least to vary
which quarter-hour you loaded up,
as people who are habit listeners —
especially in drivetimes — would
never have a chance of hearing the
commercials which finance radio if
their tune-in period isn't during
that last quarter-hour.

I've had enough, and I'm not
gonna take it anymore!

—Tracy Thomas

Note: If you've got an issue or
idea pertaining specifically to CHR,
put it on paper {five-six paragraphs
maximum, please) and send it with
a photo of yourself to Joel Denver,
R&R, 1930 Century Park West,
Los Angeles, CA 90067, Attn: Is-
sues & Ideas.

you have a serious handicap. I
could cut my research budget 50%
and do music research every other
week, or give up some auditorium
testing if I had to and still do well.
But when the on-air product suf-
fers, I have to draw the line.

“Q105 is a much leaner station
than it was a year ago — by design.
not from a shortfall of income. It
would be a luxury to have twice the
number of people. When Mason
Dixon [now PD/mornings at cross-
town WMTX (Mix 96)] was here
over 80 people were on salary. To-
day the number is closer to 40.”

Recently Q105 made some on-air
changes: Afternoon driver Bo
Reynolds joined Mike Elliot for
mornings, replacing morning co-
host Kent Voss and producer Jim-
my Kimmel. Also, Taylor took to
the airwaves. “I did afternoons at
KLUC/Las Vegas and missed be-
ing on the air. By going on-air, a
salary is saved. It’s my contribu-
tion to the station’s overall finan-
cial welfare.

“Since I'll be on from 3-7pm ev-
ery day, I'll delegate some duties.
In today's world, an off-air PD is
considered a luxury. To stay
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In today’s worid, an
off-air PD is
considered a luxury.
To stay healthy
you’ve got to
evaluate and decide
on necessity vs.

luxury.
—Jay Taylor
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healthy you’ve got to evaluate and
decide on necessity vs. luxury.

“While efficiency may mean
more work, it draws a staff closer
toward its goals. Our goal is to win.
And to do that we must have
healthy fundamentals, including
promotion and marketing. We have
a large promotion and marketing
budget for 1992, as well as some ex-
panded research resources. With
some nurturing, the economy and
CHR format will turn around in
1992.”

Continued on Page 39






T.E\V.LN. CAMPBELL

“TELL ME WHAT YOU WANT ME TO DO”

CHR CHART DEBUT €@

WIOQ 28-23 WIMO 30-23 WCKZ 13-11  KKSS 23-19
WPGC 23-18 KHTK 29-23  KPRR 22-18 B95 19-16
KBXX 12-7  KGGI 18-15 ~ WWHT 21-14 194 add 22
B96 deb 28  FMI102 21-17 CK105 26-19 KQMQ 15-12

KWIN 24-17
The New Single
From His Very Own Debut Album TEVIN.  URBAN B

DIRE STRAITS
“HEAVY FUEL"

JET-FM 16-12 WHOT 17-14 Plus...
WZYP deb 40 WCGQ deb 39 WWFX
WQUT 27-19 Hot KNIN deb 34 WOMP
KKYK 30-24 Hot WKFR add KTMT
WRQK 23-21 KFMW 28-20 Hot 0K95

The New Single TRACK: o
From The Album ON EVERY STREET

RED HOT CHILI PEPPERS
“GIVE IT AWAY”

KBEQ  Q99.5 KLYV
KWOD  KISR  KTRS
PWR92 KNOE KFBQ
WRQK  WFHT  KQIX

The New Single
From The Album BLOOD SUGAR SEX MAGIK

SEAL
“THE BEGINNING”

PWR99 deb 32 KF95 add Plus...
999KHI add 099.5 add WLAN
K96.7 add 39  KROC add KZZU—
WILQ add KFFM add KWIN
KTMT

The New Single a7

From The Album SEAL

G O ==
d SIRE

€ 1991 WARNER BROS. RECORDS, INC
© 1991 SIRE RECORDS COMPANY
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Winning On A Leaner Dollar Diet

Continued from Page 36

T&E Cutbacks

KRQ/Tucson PD John Peake be-
lieves quality people generate su-
perior product. “[KRQ owner] Na-
tionwide has addressed this and
feels the people are the reason for
our success. They don’t want to
take away the winning tools -
quality people and the ability to
promote them and the station. In
fact, we’re going to have increased
financial capabilities in promotion
and marketing next year.

“Every dollar in our promotion
budget is essential to staying at the
forefront of the public’s attention.
That includes outdoor, TV, and on-
air giveaways — like cash or a pair
of Jeep Wranglers. CHR is an ex-
pensive format, but the returns are
worth it.”

So where has the fat been trim-
med at KRQ? “Our biggest cut-
backs have been in travel and

%

John Peake

entertainment. As a group, we're
just not going to be visible at every
convention next year. While it’s
nice to see people and pick up din-
ner checks, it’s not necessary for
KRQ’s day-to-day operation or suc-
cess. I'd rather cut our T&E than
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I'd rather cut our
T&E than let people
go or give up the
ability to promote

the station.
—John Peake
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let people go or give up the ability
to promote the station.”

Peake and MD Roger Scott are
not on the air. “It’s a real luxury
for us to be off the air. If necessary,
we could always put Roger on. But
for now we don’t have to go that
far. Roger and I program the mu-
sic by hand - it gives us a more
human sound. So I'm glad we're
both off the air to pay attention to
the details.”

MOTION

e KAY| (K107)/Tulsa, OK
welcomes PD Michael Ring
from KWFM/Tucson.

¢ Jonathan Pirkle accepts
MD duties at WOKI/Knoxvilie;
Clay Gish concentrates on PD
chores.

Nick Danger exits KMYI/Albuquer-
que for afternoons at KPSI/Pam
Springs Changes at
WGTZ/Dayton: Middayer Curt Kruse
adds MD duties, overnighter Todd
Hudson moves to afternoons, part-
timer Wilbur Wright slides into nights,
and Danita Ware joins from crosstown
WWSN for overnights . Michael
Foxx exits WQLK/Richmond, IN for
Promotion Director/PM drive duties at
WAZY/Lafayette, IN . . . John “‘J.R.”’
Reilly swaps afternoon drive for mid-
days and adds Asst. PD duties at
WLRW/Champaign, IL

KWOD/Sacramento imports Nick
Monroe from Australia for nights; Kid
Kelly moves to weekends . . - WHTO/
Williamsport, PA MD Mark Williams is
promoted to OM, replacing Bill Kings-
ton . . KZHT (Hot 94 .9)/Salt Lake Ci-
ty replaces Al Taylor with PM driver
Production Director Adam Smasher
from KWOD/Sacramento Former
KFFM/Yakima, WA air talent Kevin
James picks up nights at KZZU/Spo-
kane; Casey Christopher graduates
from parttime to overnights

KTRS/Casper, WY names Gary Mar-
shall PD/MD/afternoons; Stan
Icenogle concentrates on OM duties

KHFI (K96.7)/Austin  middayer
Kevin ‘‘Hollywood’’ Harris slides into
the MD chair . Mark Durocher is
now PD/MD at WNDU (U93)/South
Bend, IN. He replaces longtime MD
J.K. Dearing KCHX/Midland-
Odessa, TX ups weekender Jay
Stevens to overnights, replacing Jo Jo
Hanson.

Weekender Freddie Cruz grabs ex-
iting Scott Lawson's late-night shift at
KZFM/Corpus Christi . . . New faces at
WKZW/Peoria, IL: Laura Vaughn and
Nicholas Knight, both from WZOK/
Rockford, IL, join for middays and
nights, respectively. Meanwhile, PD
Scott Wheeler moves to mid-
mornings, Gene Stern heads to after-

noons, and weekender Andy Masur
grabs overnights.

KGOT/Anchorage, AK ups over-
nighter Phil Kirn to nights; Operation
Desert Storm vet Bill Stewart comes
aboard for overnights . . . New lineup
at KFAV/Warrenton-St. Louis: PD Chris
Ling & Dan The Van Man, mornings;
Sheila ‘““The Sun Sponge” Sand,
middays; Mike Wall, afternoons; Cat
Michaels, nights; and T.J. Wright,
overnights . .~ WVSR/Charleston, WV
overnighter Sparky Jones joins the
morning team for sports.

Paul Ciliano moves into mornings at
KEZY/Anaheim as Chris Little heads
to overnights . . . Dale O’Brian exits
WMXF/Fayetteville, NC for PD duties
at WLAP (Power 94 .5)/Lexington, KY
as Barry Fox concentrates on after-
noons . . . KZZB/Beaumont, TX Asst.
PD Chrissy Roberts is handling pro-
gramming in wake of PD Rich Spires’s
exit . . . Changes at WJMO/Cleveland:
Johnny D. joins from WRBQ (Q105)/
Tampa, replacing night man Nate Bell
{who returns to WHJX/Jacksonville for
afternoons); KYRK/Las Vegas person-
ality Don ‘‘Action’’ Jackson replaces
Bill Russ in overnights . . . Sara Marx
moves to nights at WRBQ (Q105)/Tam-
pa, relinquishing her overnight shift to
parttimer Joey Steele.

WIOG/Saginaw, MI replaces exiting

morning man Jay Stuart with Bob
O’Dell from WBTI/Port Huron, Ml . .
WBNQ/Bloomington, IL ups week-
ender Greg Liestman to nights, re-
placing John Norton . . . Changes at
WJMX/Florence, SC: Cactus Jack,
formerly of WSYN/Myrtle Beach, SC,
joins for afternoons; Dave Allan moves
to middays, replacing Bill Poston . .
WBPR/Myrtie Beach night man ‘‘Hit-
man’’ Tommy John exits.

WCGQ/Columbus, GA overnighter
Dave Kelly moves up to Asst. MD/
nights . . . Doug Miller exits KJBR/
Jonesboro, AR for overnights at KKYK!
Little Rock; Jeff Stephens moves to
weekends . .. Former WLUM (Hot
102)/Milwaukee air talent Kevin Ross
moves to late-nights at WIXX/Green
Bay . . . Kat Michaels moves his night
shift from KHTK/St. Louis to crosstown
KFAV.

Jerry Hart transfers his night shift
from KUBE/Seattle to WAPI (195)/Birm-
ingham KEWB/Redding, CA
names former KHQT (Hot 97)/San
Jose swing jock Bill Shakespeare
Asst. PD/afternoons; KUFX/San Jose
weekender James ‘‘HoJo’’ Baker
joins for MD/nights . . . WBBO/Green-

vile has a new address and phone
number: Piedmont Center East, Suite
493, 37 Villa Road B-121, Greenville,
SC 29615; (803) 233-9393.

MAILMAN’S NIGHTMARE — The KISN/Salt Lake City morning maniacs
Scott Fisher (I) and Todd Collard were up to their gills trying to find the win-
ner of their recent mail-in fishing derby. The listener who sent in this
25-pound beauty reeled in a $100 prize.

WWw.americanradiohistorv.com
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"SAVE UP ALL YOUR TEARS"

CHR CHART:
P3 CHART: -
P2 CHART:
AC CHART {

OVER 130 CHR STATIONS!

WEGX add 32 KISN 26-23

WNCI 27-22 WZOU 21-19

WNVZ deb 28 KRXY 16

WPHR deb 29  WXKS 20
WAAL 149 KTRS 40-33 WRCK 37-32
WNNK 15-10 KF95 1913 G105 deb 33
WQUT 13-9 K107 27-20 WBXX add 36
WRQK 12-10 KKHT 27-21 WZOK add
WOMP 11-7 HOT949 27-23  WNYP deb 34
WSNX add 17 WPRR 23-16 WRHT deb 35
WHTO 16-11 Hot KZZB 33-28 WDJX deb 35
KTMT 2013 K92 deb 29

MASSIVE MEDIA EXPOSURE:

ml STRESS Wm ﬂ

SALLY JESSE RAPHAEL -
NOVEMBER 25

FROM THE GoLD ALBUM “LOVE HURTS”

PRODUCED BY BOB ROCK AND RICHIE ZITO
WRITTEN BY DIANNE WARREN AND DESMOND GHILD

MANAGEMENT! BILL SAMMETH FPHOTO: HERB RITTS

GEFFEN

© 1993 THE DAVID GEFFEN COMPANY
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WJLB: Winning With 18-34s

We return to Detroit this week with a look at the city’s
highest-rated UC, WJLB. This foreground station makes
its high numbers by catering its music and presentation to
the Motor City’s lively 18-34 demo.

In the Summer ’91 Arbitron,
WJLB posted a 6.2 12+. In its tar-
get, Adults 18-34, WJLB was first
with better than a nine share, up
half a share. Among 25-54s, Ar-
bitron ranked the station fifth, up
one share. And it topped the Sum-
mer '91 Birch 12+ rankings withan
8.5.

Steering WJLB's course are
VP/GM Verna Green and PD
Steve Hegwood. Next month Green
will mark a decade of service to the
station. Before joining WJLB 13
months ago, Hegwood had pro-
grammed WLUM/Milwaukee
(when it was UC), as well as
KYOK and KHYS i Houston.

Hitting The Bull’s-eye

How does WJLB attract those
18-34s? According to Hegwood,
“We stay focused on our target
demo in two ways: music and pres-
entation. Qur focus calls for a
careful blend of ballads, midtem-
po, and uptempo music. We just fo-
cus on the best songs that appeal to
our target demo. I've already been
through that phase of trying to be
the first with the new music and
the best of this and that.

66

Detroit’s 18-34 year-
olds are very active,
so wherever they
are, we are. We stay
focused for them.
— Steve Hegwood
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“I've found that researching and
testing your music and picking the
strongest songs to appeal to your
core target is the best thing to do.”
Accordingly, Hegwood speaks with
Strategic Research’s rep biweekly
and receives information weekly.

Green added, “We’ve been mak-
ing sure we’d structured the pro-
cess to give us the information we
really need — as opposed to re-
hashing the information we’ve
been getting over and over again.
Times have changed — it’s time to
update and refine the research pro-
cess.” She said WJLB eliminated
its in-house research department
some time ago “for quality control
reasons — we wanted to ensure
that it was well removed from the
inside of the station.”

In Touch, On Target

Hegwood talked about how
WJLB stays in toLch with its au-
dience. “Our presentation relies on

Verna Green

being conversational, contesting on
the air, and being visible in our
community. Detroit’s 18-34 year-
olds are very active, so we have to
be visible at their functions and
places they frequent. We have a
presence at their nightclubs, the
concerts they attend, and the com-
edy clubs they like. Wherever they
are, we are. We stay focused for
them.”

Listenership among 18-34s is up
for WJLB, but Green doesn’t think
those numbers reflect new listen-
ers. “This is simply a consequence
of our really focusing. They’re
listening for longer periods of
time.” Hegwood agreed: “People
are just listening longer and enjoy-
ing what they’re hearing.”

Green explained, “We had to
face a really painful recognition
that we could not be all things to all
people. Looking at how people
listen to the station, we found they
use it to pace their day — as oppos-
ed to marking time. We're a fore-
ground station. For us to try and be
all things to all people and go
background for long periods of
time simply is not going to work.

We have to be upfront and fore-
ground with our presentation, no
matter how the music may change
tempo.”’

Institutionalized

Asked to define WJLB’s most
significant attribute, Hegwood
cited its heritage and credibility.
“This station had done a fantastic
job in focusing prior to my coming
here. It’s also done a superb job in
promoting, marketing, community
involvement, and selling the prod-
uct to the people of Detroit. Qur
John Mason — ‘Mason In The
Morning’ — is the highest-profile
black personality in this city. He's
been here six years, and, like the
rest of the station, he’s involved in
the community.

“When I think back on all the
things I've learned from all the
managers I've worked with, the
thing Verna has taught me that will
stay with me for the rest of my life
is the importance of a station’s
credibility in its market. A lot of
stations may do marketing and
whatever else, but this station is
very credible in this community.

“This experience has taught me
something very important, but
more importantly, it’s given me
something very positive for my
programming arsenal. At a num-
ber of stations I've programmed,
we’d think of all the slick, crazy,
and unique promotional things we
could do, but we never thought
about credibility — that was the
last thing on the totem pole. Here
it’s the first thing we think about.”

Flexing Muscles

Green added, “The best test of
that really comes from our adver-
tising. Other stations can do pro-
motions targeted to our audience,
but the response is much more no-
ticeable with WJLB than it is with
others who attempt to gain a part
of our audience. We get a much
better turnout than other stations
do with similar events.

COATS FOR KIDS — Vanessa Williams was on hand to give a warm smile
and support to a WJLB fundraiser that provides winter coats for Detroit area
children, also lending his help was WJLB personality John Mason.

G
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Steve Hegwood

“We're purposely promotionally
active, but I'm very adamant that
we not jeopardize our audience by
having a promotion on the air that
doesn’t make sense for us.

“The economy is really tough,
and our sales are down — but not
as down as many other stations’

‘are. We've had to really prove con-

sistency and show our clients we
can deliver. We’ve had to show we
can literally get people into estab-
lishments and move product.
We've probably had to do more
promotions than we would ordinar-
ily, but that’s the nature of these
times. We're still very selective
about what we’ll do, but we’re be-
ing realistic.”

Green has seen her highly frag-
mented market through 10 years of

SPECIAL — WJLB recently sponsored a free concert with singer Vesta.

changes. WJLB currently faces
five other unique outlets for black
music: WMXD, WGPR, WCHB,
WQBH, and Jazz WJZZ. She sums
up the volatile UC playing field
thusly: “It’s like the wheel turning.
When I first got to WJLB, the
market was just the same. Back in
the early '80s, WLBS was in the for-
mat, WDRQ came into the format,
WGPR was in the format, and
WJZZ and WCHB were already
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I’'m very adamant
that we not
jeopardize our
audience by having
a promotion on the
air that doesn’t
make sense for us.”
— Verna Green
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here. For a while some of these sta-
tions kind of disappeared, and now
it’s like they’re back again. So,”
she laughed, I don’t know if this is
in honor of my 10th anniversary or
not, but I'd appreciate it if they
would all go away!'”

Even the UC leader faces road-
blocks. Is WJLB getting a fair
share of advertising revenue?
Green’s response was mixed. “If T
can believe the 12+ ratio to dollars
I would have to say yes, but in
terms of product categories, I have
to say no. We do not have our fair
share of advertising. We're still
locked out of certain product cate-
gories. But we're going to figure
out a way to get in!”

Flashback

Did you remember to mail those
photos of your latest station event
to R&R?.Well, it's not too late. Send
them to Walt Love, 1930 Century
Park West, Los Angeles, CA
90087.
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A CROWN JEWEL IN THE KING’S COLLECTION.

“but me in your mix-

t75021-1581-3)

URBAN CHART @

NOW ON 83 UC REPORTERS — 95%!!
INCLUDING:

WXYV K104 WVKO
WBLK KMJQ WJLB
WRKS K97 WTLC
WDAS  WEDR  KPRS

WUSL WHQT  WKKV
WAMO  WYLD KMJM
WHUR  WOWI KKBT

WKYS  WIZF ONE OF THE
WZAK HOTTEST!
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ALBUM ORIENTED ROCK

And Then There Were Four

In Austin, Fragmentation Reigns Supreme

Welcome to Austin: the rock radio fragmentation cap-

ital from hell.

New Rock KNNC’s October 31
debut means there are now four
rock-oriented stations in market
No. 59 — the athers being heritage
AOR KLBJ-FM, Classic-leaning
KPEZ (Z102), and wildly eclectic
KGSR. Even taking into account
the city’s large college population
and history of musical innovation,
that’s an awful lot of competition,
particularly given today’s uncer-
tain economy.

As the accompanying sample
hours indicate, this is an extremely
diverse foursome. While certainly
a mainstream station, 'LBJ is
more adventurous than most
AORs. Z102 s not your typical
Classic Rocker. KGSR’s softer,
acoustic-oriented sound harks back
to the days of progressive radio.
And now there’s KNNC, the only
one of the four to directly target
18-24s.

KLBJ: Staying The Course

If anyone’s witnessed fragmen-
tation firsthand, it’s KLBJ PD Jeff
Carrol. When he arrived at the LBJ
Company outlet nine years ago
there were 14 stations in Austin.
Now 26 signals penetrate the
market.

“When I first came here there
was one rock station, one Country,
and one CHR,” he recalls. “Now
there are multiples of each. There
are actually five stations playing
rock if you consider KEYI, which
is a rock-oriented AC.

“T just don’t think there’s room
for everybody. There may be a
perceived niche for these people
when they do market analysis, but
the advertising support isn’t there
for this many stations.

“KNNC has a horrible signal.
They’re going after a very young
demographic, and the CHRs are
going to have a bigger audience
and provide a much better value
for the dollar. I just can’t see
KNNC making money.

“Any ratings impact KNNC
makes will first come at the ex-
pense of the tvo CHRs. KNNC is
playing music that appeals to 18-
24s, and there has been a lack of
that type of music here. They’ll get
a few from KLBJ and a few from
KGSR. But it’s not going to be sig-
nificant.

“As far as KGSR goes, I haven't
seen any real change in their mar-
ket share since they switched from
New Age. They’re certainly more
hip and more ‘Austin’ than they us-
ed to be, and it might be a little
easier sell for them in that respect.
But they haven’t had any signifi-
cant growth. I think KGSR realized
they have to play some more fa-
miliar music. I've heard Tom Pet-
ty, Sting, and Don Henley — things
they didn’t play when they first
switched over.

Jeff Carrol

“KPEZ began as a pure Classic
Rock, but now they have dreams of
being KLLBJ. They’ve tried to be as
progressive as KLBJ is, and ulti-
mately that won't work. They’re
still playing only two currents an
hour. Lately they’'ve been going
deeper into their core artists to
give themselves a little more
depth, which may be a response to
KGSR. And they're skewing
younger at night. I've heard them
play Junkyard and Primus.

“One advantage KLBJ has al-
ways had is we’re a wide-based
AOR. We've been known for break-
ing bands and stretching boun-
daries. We go on some music that
most mainstream AORs ignore.
Yet we've maintained our rock im-
age.”

Will the new stations ultimately
survive? “It all depends on what
they’re in it for,” Carrol responds.

“If they’re in it for money, I don’t
see them ever being happy. If
they’ll be satisfied with their little
niches, then fine.”

Although Carrol's confident
KLBJ will remain comfortably on
top, he acknowledges that any
competition makes things a bit
more difficult. ‘“There’re more
people on the street hounding ad-
vertisers for dollars,” he notes.
““And in a market where the econo-
my hasn’t rebounded yet, it’s an in-
tense situation.”

Ultimately, however, Carrol be-
lieves KLBJ’s heady days of dou-
ble digits aren’t over. “We're cur-
rently at 9.5, and I think a 10+
share is very realistic.

“In the past couple of years
we’ve been just sitting around liv-
ing off our laurels. Lately, with
more stations coming at us, it's
been easier to convince our owners
we need to get on the stick. And
we're on the verge of doing that.
They’ve awakened the sleeping
giant.”

7Z102: Market Mirror

Like Carrol, Z102 PD Jim Jones
doesn’t see a bright future for
KNNC or KGSR. “Financially
there’s really only enough room for
us and KILLBJ. There’s a long drop
between third and fourth place,
and a lot of stations are struggling.
The recession is still pretty active
here. I wouldn’t be surprised to not
see KNNC and KGSR around next
year, unless they have some very
deep pockets. Heck, it’s taken us
five years to even get our feet on
the beach and get established. I

KLBJ’s Freedom Festival drew 100,000 music fans.

e ARy M vasase

Jim Jones

can’t see how they’re going to be-
come successful quickly enough.

“What's strange about this mar-
ket is no matter what you do, you
can’t predict the results. Every
programmer wants to come up
with the magic formula that tells
you exactly how a particular song
will appeal to a particular demo.
But you just can’t do that in this
market. You’ve got so many differ-
ent demographic and psycho-
graphic profiles.

“This town’s median age is 35,
and we'’ve got a lot of highly edu-
cated, media-wise people. They
know when you're trying to put one

over on them. You've got to be real
because if you're fake they’ll nail
yw. ”

Jones describes KPEZ as “a
mirror of our community. We’re an
earthy, community-oriented AOR
hybrid that reflects the extremely
wide variety of tastes in this town.
People have always told me how
great it must be to program in
Austin, and I finally realized what
they meant. I can play Lyle Lovett
into Led Zeppelin and then jump
right into Ocean Blue. You look at it
on paper and say, ‘Good god, what
a segue!’ But it works.

“We’ve expanded upon the Clas-
sic Rock foundation we established
and safely knocked down the walls
we've built. We're still basically
conservative, but with radical
tendencies. We're able to take
more safe chances.”

KGSR: Adults=Success

Given KBCO/Denver OM Dennis
Constantine’s consulting arrange-
ment with KGSR, the station’s
eclectic mix isn’t surprising. ‘“We
don’t play rap or metal. But we do
play jazz, blues, folk, reggae, and
country,” notes KGSR PD Jody
Denberg, who crossed the street
last year after nearly a decade at
KLBJ.

The Fearsome Foursome

Austin music lovers undoubtedly appreciate the wide variety of sounds offered by Austin’s four rock-oriented stations.
Here are sample hours from a recent Wednesday afternoon:

TRACY CHAPMAN/Fast Car
ZEBRA/Who's Behind The Door?
VAN HALEN/Top Of The World
SCORPIONS/No One Like You
MIDNIGHT OIL/Beds Are Burning
ELTON JOHN/Funeral For A Friend
STEVIE RAY VAUGHAN/The Sky
Is Crying
JAMES GANG/Walk Away
ZZ TOP/Party On The Patio
EXTREME/Hole Hearted
SUPERTRAMP/Even In The
Quietest Moments
PRETENDERS/Middle Of The Road

~—102

Austin's Album Rock

ROLLING STONES/Heartbreaker

SQUEEZE/Tempted

BAND/The Shape I'm In

CHEAP TRICK/Ain't That A Shame

DOORS/Touch Me

SAMMY HAGAR/I'l Fall In Love
Again

CCR/Have You Ever Seen The Rain

STEVIE RAY VAUGHAN/The Sky
Is Crying

ANIMALS/lt's My Life

TOM PETTY/Face In The Crowd

WHO/I'm Free

RUSH/Roll The Bones

1071, KGSR

Where The JA Music Comes First

PHIL COLLINS/This Must Be Love
JOHN LEE HOOKER/This Is Hip
FRANK ZAPPA/Sofa No. 1
SIMPLE MINDS/See The Lights
RICHARD THOMPSON/I
Misunderstood
LOS LOBOS/Set Me Free
(Rosa Lee)
DIRE STRAITS/On Every Street
STEVE FORBERT/I Blinked Once
CREATIVE OPPORTUNITY
ORCHESTRA/Nuclear Bop*
JIMMY BUFFETT/A Pirate Looks At
Forty
TONI CHILDS/I Want To Walk With
You
BRYAN FERRY/Slave To Love
* “Daily Demo” artist

1077 KNEC

JANE’S ADDICTION/Been Caught
Stealing

HUMAN LEAGUE/Don't You Want
Me

CULT/Wild Hearted Son

STONE ROSES/Fool's Gold

ELECTRONIC/Feel Every Beat

FIXX/One Thing Leads To Another

JESUS JONES/International Bright
Young Thing

U2/Mysterious Ways

U2/The Fly

TONES ON TAIL/Go!

OMD/Sailing The Seven Seas

XYMOX/Phoenix Of My Heart

MORRISSE Y/Interesting Drug

ALISON MOYET/It Won't Be Long

WWW.americanradiohistorv.com
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KPEZ morning men Bo & Bama and PD Jim Jones pose with “friends” at
the station's “Don’t Mess With Texas ’campaign.

“Austin is such a music-oriented
town, and the marketplace allows
us to be broader. Austin is like
Nashville — music is its reason for
being. The music industry is one of
the primary economic factors in
Austin. At one point there were
more nightclubs [here] per capita
than in any city in the world.

‘The big question is whether
there are enough advertising dol-
lars to support all four. That re-
mains to be seen. Our first year has
been profitable — we've doubled
our billing since September '90 —
but I don’t think we’ve hurt the
other two rock stations’ bottom
lines. We target 2544 exclusively,
and in that demo we’re in fourth
place with men and third place
with women. If we can maintain
those rankings we’ll maintain our
profitability.”

Although KGSR shares several
artists with KNNC, Denberg be-
lieves KNNC's impact on KGSR
will be limited. ‘“They’re appealing
to a younger demographic. Even
they’ve admitted their main com-
petitors are the CHRs. My only
concern is that they’re so close to
us on the dial. We're 107.1 and
they’re 107.7. As long as people
don’t get confused, we’ll be OK.

“As far as their impact on the
market is concerned, they’ll be
hurt by their signal coverage,
which is fairly weak. Their technic-
al sound is also not very appealing.
Until they iron those things out,
their effect on the overall market
will be limited.

“There’s overlap between KNNC
and ourselves. We play about 50%
of what’s on the New Rock chart.
We just choose songs that are more

Jody Denberg

in keeping with our sound, which is
radically different than theirs.
We're quieter, more acoustic-based
and song-oriented, while they're
more rhythmic-based and edgy.”

Denberg describes his alma
mater: “KLBJ is the heritage,
mainstream AOR. As long as they
continue to program that way —
and they haven't wavered one bit
— they’ll command a strong audi-
ence. The personalities have all
been on the air a Yong time, and
promotionally they haven’t lost
any momentum.”

The fact that KLLBJ is relatively
adventurous compared to most
mainstream AORs may have left
KGSR with a slightly smaller for-
matic hole than it might have. “It’s
definitely a disadvantage,” Den-
berg admits. ‘“‘Sometimes I hear a
song I put in the library there that I
wish I hadn’t. In a fashion, I'm
competing against myself. At the
same time, I'd never be where I
am now if it weren't for them, so

SEGUES

WZNF/Champaign, IL ups
middayer Dr. Ken Davis to MD;
Chris Heil retains his afternoon
drive shift Gary “‘Lock-
jock’ Lockwood, an 18-year
Seattle vet, is the new morning
personality at the market’s
KZOK ... Well-traveled per-
sonality Greg ‘‘Fitzdog’’ Fitz-
gerald, most recently MD/af-
ternoons at WLZR/Milwaukee,
takes PM drive at WSHE/Miami

KISW/Seattie’s Jennifer
Nichols is the new Promotion
Director at KKZX/Spokane, WA

WWGZ/Flint afternooner

Kristie Swan moves to week-
ends at WIQB/Ann Arbor, Ml.

Coming
Next Week

How To Do
Artist Interviews

it’s only fair I left something be-
hind.”

As far as KPEZ is concerned,
Denberg says, ‘“They began as an
AOR-leaning Classic Rock, but
these days they position them-
selves as ‘Austin’s Album Rock,’ so
I guess they're a Classic-leaning
AOR now. Their strength has al-
ways been 18-34, and they’ve really
been kicking butt in that demo-
graphic.

“Since we've come on the air
I've perceived them shifting to
more of an upper-demo stance dur-
ing the day. I'm hearing less Blue
Oyster Cult and Lynyrd Skynyrd
and more Indigo Girls and Lyle
Lovett. In the daytime they com-
pete more with us; in the nighttime
they compete more with KLBJ.
They always react to the market-
place rather than carve their own
niche. They swing according to
what’s happening at the current
time.”

KNNC: 18-24s R Us

KNNC PD Bruce Jones is cer-
tainly no stranger to fragmenta-
tion, having arrived from an even
more muddled competitive situa-
tion in Salt Lake City. (Jones work-
ed at successful New Rock KJQN.)
“At last count Salt Lake had four
CHRs, two AORs, a Classic Rock,
and a New Rock,” he notes. “So
this situation seems considerably
mellower to me.

“You've got to realize that close
to60% of the population in Austin is
12-34. There are over 100,000 col-
lege students here. That’s a huge
18-24 pool in and of itself, and we're
shooting straight at that demo.
There’s really no one else in the
market serving that segment.
Z102's basically a Classic Rock,
KLBJ plays a lot of gold, and
KGSR is entirely 25+-oriented.
And the CHRs are very dance-
oriented. So there’s definitely a
hole for us.”

Getting 18-24s to fill out diaries,
of course, is always an iffy proposi-
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KGSR Creative Director/morning man Kevin Connor (r) presents an
autographed Chris Isaak guitar to a lucky listener.

tion. “Has anybody really solved
that problem?” Jones responds.
“Everybody’s got the same disad-
vantage when it comes to getting
18-24 numbers. We're just going to
have to have a really good street
presence and do a lot of strong pro-
motions to target that demo-
graphic.”

Jones acknowledges KNNC has
signal problems in ‘certain
areas,” but adds, ‘“We still come in
very well in most places, including
college areas. And we're going to
be on the cable system; there are a
lot of FM cable users in Austin.

“The key is we’ve got a unique
format, and those who want to lis-
ten will seek it out. [Part-owner/
GM] Richard Rees is fully commit-
ted to this for the long haul, and a
variety of things are being ex-
plored to improve the signal. I'm
sure the problem will be worked
out; it’s just a matter of when.
Hopefully, it'll be sooner rather
than later.”

Jones is a bit more confident
about his station’s ultimate success
than his rivals. “We heard all the
negatives in Sait Lake City from
day one. KJQN had worse signal
problems than we do. The fact is,
this format doesn’t require big

Bruce Jones

numbers to work. What clients find
out is that once they buy, the for-
mat delivers. Get them initially
and you'll get a lot of repeat busi-
ness.

“We're already getting tremen-
dous response from our target
demographic. The phones have
been non-stop, and 80% of the
callers are 18-24. And we’ve done
virtually nothing promotionally.
The word-of-mouth is amazing.
When it comes right down to it,
New Rock is the album rock of the
7%5.”

WHAT WAS THE FIRST RECORD YOU BQUGHT?
M: ““The Wonderful World of Jonathan Winters”

WHO WAS YOUR FIRST RADIO IDOL?

M: Billy Bass

M: KROQ

M: The JEFF BECK Boxed Set.

PD, WFBQ/INDIANAPOLIS

YOUR FIRST PRIORITY THIS YEAR:

PEARL JAM
“ALIVE”

= =
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FAMOUS FIRSTS

WHAT WAS YOUR FIRST COMMERCIAL RADIO JOB?

WHAT WAS YOUR FIRST SEXUAL ENCOUNTER?
M: I’m looking at it for next week but don’t call it in.

WHAT WAS THE LAST RECORD YOU BOUGHT?

2da
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NEW ROCK

KJJO Paves Ratings
Inroads In Minneapolis

KJJO (KJ 104)/Minneapolis emerged from the Sum-
mer ’91 Arbitron with significant increases in nearly all
target demos. OM/PD Tony Powers says a solid image,
tightly focused music, and high-profile promotions did the

trick.

The station’s 124+ numbers
jumped 1.7-2.6, with its midday
12+ audience more than doubling
since spring. KJJO also showed
major improvements in 18-34
(gaining more than two shares)
and 25-54 (nearly doubling).

Powers, who’s been with the
Park Broadcasting facility for two
years, cites the station’'s now-
complete evolutionn from Classic/
Hard Rock as one key to its suc-
cess. “We started the transition to
New Rock in Marrh 1990, easing
out Classic Rock artists and be-
coming more focused with New
Rock. I would have done it a lot dif-
ferently if I'd had the budget. I
would have done a massive adver-
tising campaign amd then just flip-
ped the switch one day. But we had
no promotional budget, so we tried
to ease into it.”

Powers, who experimented with
New Rock while programming
AOR WRXR/Augusta, GA, says
the station locked onto its target
audience for good this summer.
“Our target demo is 18-49, but 18-34
is our core. Our No. 1 demo is men
25-34. Our second largest is women
18-24, followed by women 25-34. Our
weakest demographic is males 18-
24. We made a complete reversal in
who we're targeting. The 18-24
males are the hardest listeners to
convert.”

Although the format evolution is
complete, Powers says some lis-
teners remain in the dark. “Many
people still think we’re a Hard
Rock station. Unless somebody
tells you a station’s changed for-
mats, you don’t knew.”

Defining An Image

To make Minneapolis listeners
aware of KJ 104’s new identity, the

featuring

Tony Powers

station beefed up its promotional
activities. Powers says GM Tom
Tucker started the ball rolling.
“Tom’s a great GM. He’s hired
salespeople who know, love, and
can sell the format. Even when we
had bad numbers we had good
sales. Tom went to bat for us just
about every day to get some pro-
motional dollars from corporate.
By mid-May, he finally got us a
limited budget.”

Powers sank the money into,
among other things, the station’s
104 Days of Summer promotion —
a coordinated effort featuring a
$750,000 direct mail bumper sticker
campaign, involvement with the
Lollapalooza multi-artist concert
tour, and the station’s first TV
spots. “We produced three differ-
ent spots — 30-, 15-, and 10-second
commercials — for $1500. Tom con-
vinced a local production company
to use us as a sample. The com-
pany wanted to approach radio sta-
tions, but didn’t have any in-house
spec spots. Tom convinced them to
make our spot their spec spot.”

Powers says he’s pleased with
the results. “They’re the best tele-

The
tempestis
unleashed.

“SAD AND DAMNED” and
“IMITATING ANGELS”

Already on

WFNX
KACV

WBNY  KUNV

KUKQ WBRU WFIT
WHTG WDET KTCL
KJQN

i WATCH FOR THE TIM POPE DIRECTED
VIDEO OF “SAD AND DAMNED” ON MTV

S

DAVID GEFFEN COMPANY

MANAGEMENT: ARNOLD STIEFEL, RANDY PHILLIPS, DAVID COHEN
FOR STIEFEL PHILLIPS ENTERTAINMENT

vision spots for a New Rock station
I've ever seen — just incredible.
Tom got us terrific placement
some great time buys — on most
local TV stations.

“We didn’t do many spring pro-
motions. Instead, we decided to
make our big push in late spring/
early summer, when everybody
else’s spring [promotions] would
be over. In June we started to see a
ratings increase. The TV spots and
direct mail campaign finally began
getting the word out about the for-
mat, helping us to dramatically in-
crease our cume.

“We've had great weekend in-
creases, and I attribute that to pro-
motion. People are sampling us
and liking what they hear. We have
some forced listening with our
Free Ticket Weekend, giving away
concert tickets every hour. Quite a
few shows come to town, so we
have enough events to do it. We
work well with promoters. Promo-
tions Manager Angie Phillips puts
together great promotions with lit-
tle or no budget. It helps with time
spent listening.”

Promo Bonanza

KJ 104 also held a three-night
first anniversary celebration fea-
turing free concerts; conducted a
Best Unsigned Band Contest with
Budweiser; staged an arts and
crafts event dubbed Cedar Fest
'91; and sponsored a number of
shows benefiting the Food Shelves
network, charging concertgoers
$1.04 and a food item.

One of the most popular promo-
tions also was one of the most sim-
ple. “We had a ‘Share Us With a
Friend and<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>